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Abstract
Kinsale is a small fishing village in West Cork. During the summer months, the
population increases from three thousand to over twelve thousand, due to the influx of
tourists. This may be attributed, in no small way, to Kinsale’s reputation as the
gourmet capital of Ireland. Kinsale has been at the core of Ireland’s food circles for
many years, and has successfully branded itself as a food tourism destination.

Despite Ireland’s long association with agriculture, food tourism is a relatively
unknown concept in the country. Food tourism includes visiting food producers,
attending food festivals, restaurants and specific locations for food tasting or
experiencing the attributes of specific food. Food tourism as a market in Ireland is
valued at over two billion euro. There is much potential for regions in Ireland to grow
this significantly. Literature on food tourism, such as branding regions as food
centres, is a growing area.

Traditionally, it seems Ireland has held an inferiority complex in relation to food.
Much evidence now exists to suggest that this is changing. There are certain key
tourist markets with an interest in Irish food, namely, the domestic market with an
older demographic. Kinsale’s success as a food destination was found to be due to a
number of factors, including its proximity to Cork Airport and the ability of all
stakeholders to work together. There is potential for other locations in Ireland to
replicate Kinsale’s success. This may be possible if regions work with their own
unique advantages. Food on its own is not enough of an enticing factor to get tourists
to visit Kinsale, but rather is seen as another asset.

Food tourism in Ireland is a little explored concept and this research hopes to
contribute to its growth as an area of study.
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Chapter One - Introduction to the Study
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‘Varying approaches to food can emphasize distance, be it geogj^aphical, temporal, or
metaphorical. And yet, this very difference, embodied and experienced, can become a
vehicle for connection and transgression, or even a medium for more practical forms
of equality. The journeys are indeed various, and take us in a multitude of directions.
Feel free to wander.

’

(Tam and Frost, 2008, pg. 129)
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1.0

Introduction

This research study is an assessment of the effectiveness of food tourism branding,
focusing on a case study of Kinsale, Co. Cork
Hall et al. (2003) define food tourism as visitation to primary and secondary food
producers, food festivals, restaurants and specific locations for which food tasting
and/or experiencing the attributes of a specialist food production region is the primary
motivation for travel. Food tourism as a market in Ireland has been slow to emerge,
despite the country’s agricultural history. This is now changing. Food tourism as a
market in Ireland is valued at 2.2 billion euro (Bord Bia 2009). There is much
potential for this to grow significantly. Kinsale has been associated with food for
many years, and has a reputation as a gourmet centre. This study aims to discover
why this is so, and if it can be replicated in other Irish locations. Literature on food
tourism is a growing area to which this research aims to contribute.

1.1 Background to the Study
A brief background to the study will be given. This will introduce the areas of
tourism worldwide and nationally, as well as tourism in the south-west of Ireland.
The key tourist markets will be explored. The concept of food tourism will be
introduced, as well as the role food plays in the Irish economy. Kinsale’s reputation
for food will also be investigated, as will the concept of regional branding.

1.2 Tourism Worldwide
Tourism is a large, complex and fragmented industry, and is a key component of the
service economy. OECD countries generate about 70 per cent of world tourism
activity (oecd.org). The World Travel and Tourism Council (WTTC) forecast that by
2020, the global travel and tourism industry will represent 10 per cent of the global
economy and that the global travel and tourism economy GDP is expected to rise by
12

two per cent in 2011, creating an extra 946,000 jobs worldwide. The WTTC also
expect export earnings from international visitors are expected to reach US$2,160
billion by 2020 (World Travel and Tourism Council 2007). The World Tourism
Organisation reported an increase of almost five per cent in the first months of 2011
(UNWTO 2011).
Chambers (2009) writing for the Futures of Tourism journal suggests that there will
be an increase in the volume of tourists in the future for the following reasons;
•

The increase in wealth and leisure that is likely to occur in the expanding
middle classes in both economically developed and developing countries.

•

The aging population of many developed countries which will result in more
leisure time.

•

An ever-increasing global business environment which will increase the
likelihood of business travel.

•

A likely increase in the importance of international travel for younger people
in regard to cultural competence and experience.

•

An increase in the self-improvement aspect of tourism, including travelling to
be of benefit to others, such as participating in volunteer tourism.

These are among the main reasons for the likely increase in global tourism numbers in
the coming years. The next section will look at the Irish tourism industry.

1.3 Tourism in Ireland
Tt is evident that tourism in Ireland has grown from humble beginnings to become an
extremely important contributor to the national economy. ’
(Mehta, 2007, pg.23)

Tourism is one of Ireland’s main economic activities (Wright and Linehan, 2004).
There were over six million overseas visitors to the Republic of Ireland in 2010
representing a decrease of 12.9 per cent in 2009. The tourism and hospitality sector is
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a major contributor to the Irish economy, providing up to 180,000 jobs and generating
an estimated 2.7 billion euro from foreign revenue as well as 1.3 billion euro from
domestic tourism in 2010. Small and medium-sized businesses are the backbone of
the industry (Department of Tourism, Culture and Sport). A recent World Economic
Forum travel and tourism report shows how high prices and poor public transport
resulted in Ireland attracting less tourists in 2010 (Carr, 2011).

A Failte Ireland Visitor Attitude Survey for 2010 highlighted the main reasons visitors
chose Ireland over other destinations. The results showed that for 41 per cent of
holidaymakers, the Irish people were the top discriminating factor, followed by
scenery for 24 per cent, and culture and history for 28 per cent. Eleven per cent
identified Ireland being an English speaking destination as a key motivator to visit,
seven per cent cited the unspoilt environment as the number one advantage, and a
further seven per cent cited drinks and pubs, with six per cent of those surveyed
stating the restful and relaxing atmosphere was the primary advantage (Failte Ireland
2011).

Many efforts have been made recently by various stakeholders to increase the volume
of visitors to Ireland. The Irish Tourist Industry Confederation, The Irish Hotels
Confederation, Irish Farmers Association, IBEC and Chambers Ireland recently
published a plan to counteract falling tourism numbers to Ireland, which includes
promoting Ireland abroad through high-profile figures from the world of arts, sports
and business. The plan also aims to create 20,000 jobs by 2015 (Healy, 2011). The
recent high profile visits of President Barack Obama and Queen Elizabeth 11 to
Ireland generated enormous exposure for Ireland as a tourism destination due to the
global media following. According to Minister for Transport, Sport and Tourism Leo
Varadkar, an estimated €298 million worth of publicity was generated for Ireland.
Queen Elizabeth’s visit to Cork included a trip to the English Market (Newstalk,
2011), which is one of Cork’s top tourist attractions (Cork Marketing Partnership,
2007-2011). Similarly, searches for hotels in Cork were up 104 per cent from the US
and 191 per cent from the UK, following the visit of Queen Elizabeth 11 to Cork
(Tourism Ireland 2007).
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1.4 Tourism in the South-West of Ireland
A recent study by Failte Ireland showed that tourism in the south-west of Ireland
generated 3.3 million visits and one billion euro in revenue in 2009. The same study
showed that Irish residents accounted for more than half of all holidays in the south
west; mainland Europe was the largest overseas market, followed by Britain and
North America. The report also indicated that more than half of all European
holidaymakers stated that they were on a predominantly rural holiday, while the
majority of North American holidaymakers stated that their holiday was a mixture of
rural and urban locations (Failte Ireland 2009a). A similar study by Discover Ireland
shows that the south-west of Ireland is rich in culture and history, and has miles of
countryside and coastline, offering many opportunities for angling, walking and
cycling (Failte Ireland 2009b).

1.5 Overseas Market
A Failte Ireland report on overseas visitors to Ireland shows that in 2009, 6,555,000
overseas visitors and holidaymakers came to Ireland, generating 3114.8 billion euro in
revenue (Failte Ireland 2009c). The level and depth of contact with the Irish people
has traditionally been Ireland's unique attraction. Angling, golf, walking and cycling
are all easily accessible, and often in a pre-dominantly rural setting, with a high
standard of accommodation available (Department of the Arts, Heritage and the
Gaeltacht). The Failte Ireland Visitor Attitude Survey 2010 included among the
negative aspects poor value for money, high air fares and litter (Failte Ireland 2011).

A Failte Ireland report on the domestic market showed the volume of domestic trips
within the Republic of Ireland showed no change between 2008 and 2009, however
the revenue generated dropped by 10 per cent. Short holidays grew rapidly between
2005-2008, with the expectation that the volume of trips in 2011 will fall slightly or
remain unchanged. The same report indicated that there are a number of benefits of
holidaying at home including; convenience, no language barrier, hassle-free travel,
and the proximity of all locations. The report found that the key emotional driver for
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breaks in Ireland is the desire to have fun with friends or family (Failte Ireland
2009d).

1.6 Food Tourism Worldwide
Gyimothy and Mykletun (2009) believe that the growing interest in culinary products
and traditions suggests that food is becoming an increasingly important factor in
influencing tourists’ choice of destinations. Food can offer a gateway into other
cultures by providing lasting memories which define a holiday experience. Food
tourism can be commercial or domestic, festive, involve restaurants, food events,
festivals, cookery classes or food and wine tours (A1 Hilal Publishing and Marketing
Group, 2010). Food tourism offers destinations great potential as a sustainable
tourism product, for example, the wine routes of California and South Africa.
According to a study done by Franch et al. (2008) on the Dolomites in Italy, 60 per
cent of summer tourists and 40 per cent of winter tourists to the region purchased
locally made products including cheeses, gastronomic foods and wine. The same
study showed that 80 per cent of summer visitors and 69 per cent of winter visitors
preferred to visit restaurants that were typical of the locality, with one in every five
visitors purchasing a publication on local culinary culture. From these findings, it is
evident that food can be a powerful marketing tool for locations.

1.7 The Role of Food in the Irish Economy
A report carried out by the Department of Agriculture, Fisheries and Food entitled
Food Harvest 2020 shows that food is becoming an increasingly important part of
Ireland’s economy. Agri-food, fisheries and forestry represent Ireland’s largest
indigenous industry, employing some 150,000 people collectively, has an annual
output value of over 24 billion euro and a multi-billion export industry. Ireland has
world-class standards in relation to food safety and animal welfare, and has built a
multi-billion euro industry by meeting the diverse range of customer and major retail
brands. Ireland is a world leader in the production of baby-formula and many more
prepared consumer foods, as well as having a highly regarded alcoholic beverage
16

sector. In recent years there has been a rise in the number of artisan food producers,
contributing to Ireland’s image as a culinary tourism destination. An integrated agri
food tourism strategy has the potential to cater for tourists seeking an authentic,
culinary experience in Ireland. The world’s demand for food will increase in the
coming years, as by 2012 the world’s population will reach seven billion, and eight
billion by 2025, as well as the fact that the BRIC (Brazil, Russia, India and China)
countries are creating a new customer audience for premium foods. Ireland’s food
companies must look for new markets, develop new products and assert Ireland’s
‘green’ credentials to the premium end of the market (Department of Agriculture,
Fisheries and Food). The following section will focus on the concept of building
‘Brand Ireland’.

1.8 Tourism Brand Ireland
Ireland’s green and natural image is a major asset in marketing the country's food at
home and abroad (Cotter, 2011). Tourism Brand Ireland began in 1996 with the aim
of branding Ireland as a holiday destination. Tourism Brand Ireland believe that a
holiday in Ireland offers many unique experiences made possible by Ireland’s
inherent character, and seek to translate these experiences into a tangible product.
Tourism Brand Ireland’s model is based on three elements- positioning, promise and
the brand idea (tourismirelandbrand.com).

The Food Hai-vest 2020 report shows that a holistic marketing image focused on the
idea of ‘Brand Ireland’ to link Ireland’s role as a food producer with its role as a
tourist destination must be established. Ireland must differentiate itself from other
tourism competitors, using its low-carbon food production as a marketing tool.
Capitalising on Ireland’s historical association with the colour ‘green’ is critical in
marketing Irish agri-food, emphasizing Ireland’s environmental credentials as a food
producer. Developing an umbrella brand of‘Brand Ireland’, highlighting Ireland’s
environmental and sustainability credentials will let consumers in key markets
recognise that by buying Irish produce, they are valuing and respecting the natural
environment (Department of Agriculture, Fisheries and Food). Minister for
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Agriculture Simon Coveney, speaking to the Irish Examiner on the 28 May 2011
about Brand Ireland, stated that while the colour green will be incorporated into the
brand to represent Ireland’s eco credentials, there needs to be a shared consensus from
people about what Brand Ireland would represent (Dermody, 2011). Ireland needs to
capitalise on being the ‘land of milk and honey', by promoting its fresh seafood,
healthy, clean milk products, natural beef and vegetables and approach the concept of
Ireland as a ‘Food Island’ (Young, 2009).

1.9 Food Tourism in Ireland
Young, writing in 2009 about a Slow Food seminar in Waterford said the following:
'The biggest emphasis was not on pouring additional millions of euro into the
concept; it was the need for a change in attitude, along with new priorities. The
benefit is that it is not just an idea for the south east. Each area of Ireland can set
their own table for food tourism.
It’s also a tourism proposition where .sunshine is not essential and has year-round
possibilities. As well as creating extra jobs, the initiative would have export potential,
as visitors will want to purchase Irish food when they return home. ’

Ireland has a long association with food, with food being a feature of many parts of
Irish history. Traditionally, Ireland’s culture is steeped in myth, legend and folklore,
with feasts, foods and festivals (Connery, 1997), such as the legend of the salmon of
knowledge (Dow Jones Local Media Group, Inc., 2011). The account Culinary
Odyssey tells of how Ireland developed a sort of apathy about food after the famine,
and for many years no great importance was attached to the food scene, but how at the
turn of the 2C^ century, Irish cuisine was recognised as sophisticated and refined
(Kinney, 2003-2008). Young (2009) suggests much the same idea regarding Ireland’s
past food culture, in that there was none. Young further suggests that the majority of
tourists come to Ireland for culture and history and that the food is Just something
they have to suffer while they are here.
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In recent years, Irish produce and suppliers are making a name for themselves
internationally (O’Conghaile, 2011). O’Connor et al. (2007) believe that Ireland has
the potential to develop food tourism as a niche product, similar to those in Italy,
California and Eastern Australia. Ireland has a vibrant food scene, with an abundance
of cookery schools, food festivals, restaurants and farmers markets (Failte Ireland
2009d). The growth in farmers markets, organic food production and healthy
lifestyles is leading Ireland to develop its food culture (O’Connor et al., 2007). Food
tourism in Ireland is valued at 2.2 billion euro per annum, growing by 26 per cent
between 2003 and 2007 (Bord Bia 2009). The same research also shows that for the
first time visitor numbers to the Guinness Hopstore has for the first time exceeded
visits to the Cliffs of Moher. Failte Ireland’s ‘place on a plate’ concept is aimed to
provide visitors with a tme sense of a locality by making local, seasonal food widely
available (Failte Ireland 2009e).

There are a growing number of food festivals around the country promoted by
organisations such as Slow Food (Young, 2009). Slow Food is a not for profit
organisation founded in Italy in 1989, with 132 countries represented, and more than
100,000 members (Yepsen, 2010). The Slow Food movement aims to preserve
territories’ agricultural, gastronomic and cultural traditions (Parkins and Craig, 2009).
Ireland has been slow to follow the movement despite its long agricultural history
(O’Connor et al., 2007). Slow Food Ireland in the south-east hosted a seminar in
Waterford on food tourism in 2009, considering the idea of turning the south-east into
a food tourism destination. The seminar was held along the backdrop of the loss of
thousands of jobs at Waterford Crystal. Turin, Italy was used as a case study, when it
turned to food tourism as an initiative that helped the area out of an economic crisis
following the closure of a Fiat manufacturing plant, costing 55,000 jobs (Young,
2009).

In order to maximise Ireland's food tourism potential, Young (2009) believes it is
necessary to link players such as Failte Ireland, Bord Bia, enterprise boards,
LEADER programmes and the Departments of Agriculture, Education, Health and
Finance. With regards to the main markets for food tourism, food appears to have a
lower priority for tourists in relation to other activities when it comes to the purpose
of the visit. Research carried out by Teagasc shows that a celebrity link may be a key
19

factor in food tourism. The same research also shows that that a key demographic
with an interest in food is the 35-64 year old age category (Bord Bia 2009).

1.10 Regional Branding
Wheeler et al. (2011) believe that in relation to tourism development, sustainable
brands are those that are grown organically by the values held by the local
communities and networks, rather than those imposed on the region from outsiders.
An example of regional branding in Ireland is West Cork’s Fuchsia brand. The West
Cork Fuchsia brand represents the highest quality food and tourism products the
region has to offer. The Fuchsia brand also works by creating solidarity among
enterprises and regional differentiation (O’Reilly, 2008).

1.11 Kinsale
West Cork can lay a claim to being at the culinary heart of Ireland, with a rich food
culture of dedicated producers and followers (West Cork A Place Apart). Kinsale, a
quaint fishing port in West Cork, is a popular tourist resort, and is famous for its many
activities including sea angling, yachting, dolphin and whale watching, golf and
gourmet restaurants (Cork Guide, 2011). Kinsale has a population of 3,000, which
can increase to over 12,000 in the summer months, which see an influx of tourists
(The Local Planet, 2011). Kinsale also hosts Kinsale’s rugby sevens each year
(Kinsale angling, 1999-2011). Kinsale has a long association with the finest seafood
and cuisine and has been at the core of Ireland’s food circles for years. Kinsale has a
well-known gourmet reputation and in 2007 was named Ireland’s number one Fair
Trade town (Kinsale Chamber of Commerce, 2011). Every October, Kinsale hosts its
world famous food festival, showcasing the best of what the town can offer
(Myguideireland, 2011). According to Power (2011) eating in Kinsale can almost
guarantee a positive experience, as food is a defining element to the town’s character.
This research project will use Kinsale as a case study for the purpose of investigating
the potential of food tourism branding.
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1.12 Structure Outline of the Study
The following details the structure of this research project:

Chapter 1 provided an introduction to the topic of food tourism.

Chapter 2 is a literature review on topics relating to food tourism including:
•

The Tourism Industry

•

Food Tourism

•

Branding

•

Destination Branding

•

Branding Destinations as Food Centres

The literature review will be based on information from books, online databases and
hardcopies of business and academic journals. It will discuss and critique the research
that is explored.

Chapter 3 provides an outline of the research methodology used for this research.
Reasons for using qualitative methods such as interviews and quantitative methods
such as surveys will be explored. Methods of analysing and presenting the research
will also be discussed.

Chapter 4 presents the findings of the qualitative research and these findings are
analysed.

Chapter 5 is a presentation of the findings of the quantitative research in the form of
bar charts and these findings are analysed.
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Chapter 6 concludes the research topic. Recommendations are made from the
findings of this study, and recommendations are also given for those who may be
considering future research on this topic.

o\o0f
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Chapter Two - Literature Review
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2.0 Introduction to Literature Review
This chapter is divided into five sections. Section one looks at the origins of tourism
and tourism worldwide. Section two explores food tourism. Section three looks at
branding. Section four explores destination branding. Section five looks at branding
destinations as food centres.

2.1 Introduction to the Tourism Industry
This section will explore tourism worldwide and the industry’s contribution to and
impact on economies.

2.1.1 The origins of Tourism
There is a consensus among authors that the origins of tourism go back a long way.
According to Ryan and Silvanto (2009) tourism began with the exploration of natural
and cultural heritage. The origins of tourism can be traced back to pre-Egyptian
times, when there was a limited amount of travel associated with festivals and
celebrations of a religious or spiritual nature (Youell, 1998). The height of early
tourism was reached during the Roman era, where factors such as common coinage,
language and legal system facilitated Roman tourism (Hudman and Jackson, 2003).

Following the collapse of the Roman Empire, and the onset of the Dark Ages, travel
became more dangerous and difficult, resulting in most pleasure travel being taken
closer to home (Holloway, 2002). The rise of Christianity during the Dark Ages
relegated leisure pursuits to those associated with worship and religious festivals
(Youell, 1998). The word ‘holiday’ has its origin in ‘holy day’, and from earliest
times religion provided the framework within which leisure time was spent. The
‘holiday’ implied for most people a break from work, rather than movement from one
place to the next. Public holidays were numerous and up until 1830, there were as
many as thirty-three Saints days in the holiday calendar (Holloway, 2002).
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The growth of a middle class, combined with the achievements in art and thought of
the Renaissance, established the foundations of modem tourism- the Grand Tour
(Hudman and Jackson, 2003; Walton, 2009). From 1670 onwards, young gentlemen
of the aristocracy were sent on a ‘Grand Tour’ to widen their life experiences and
education prior to seeking out positions at court on their return home (Youell, 1998).
The ‘Grand Tour’ included visiting the major cultural centres of Europe, accompanied
by a tutor, and lasting on average for three years (Holloway, 2002).

2.1.2 Defining the Tourism Industry
Many authors agree on the difficulty of defining the tourism industry. Lickorish and
Jenkins (1997) maintain that defining the tourism industry is a continuing issue for
those trying to describe it. Theobald (1994) argues that the word ‘tourism’ has had
various definitions assigned to it, depending on its area of study concern, for instance,
in economics, sociology, cultural anthropology and geography. Theobald further
states that economists are concerned with tourism’s contributions to the economy,
geographers with the changes in the physical environment resulting from tourism, and
sociologists and cultural anthropologists with the travel behaviour of those travelling.
Theobald maintains that tourism as we know it today is a distinctly 20^*’ century
phenomenon, and suggests that the advent of mass tourism started in England, with
the rise of the middle class during the industrial revolution, and less expensive
transportation.

According to Leiper (2007) the term ‘tourism industry’ is a commonly used
expression usually referring to a single entity promoting and supporting all the
tourists’ activities. Leiper argues that multiple tourism industries exist simultaneously
and that the plural term is appropriate in generic contexts. Walton (2009) suggests
that tourism entails the organisation of journeys in search of health or pleasure,
depending on the level of disposable income available. According to Lickorish and
Jenkins:
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'Tourism is basically a movement ofpeople, a demand force rather than a single
industry. '
(Lickorish and Jenkins, 1997, pg.33)

2.1.3 The Tourism Product
According to Xu (2010), in any industry a product is made to meet the needs of
potential customers, and therefore the development of the tourism industry has led to
the development of tourist products. Xu suggests that a tourism product is a complete
experience that fulfils tourists' needs and offers benefits. Lickorish and Jenkins
(1997) define a tourism product as a combination of all the goods and services that
tourists seek and buy in preparing and completing their travel. According to
Lemmetyinen and Go (2010) the tourism product is service driven and complicated by
its characteristic of intangibility.

There are a number of realms into which tourism types can fall. Boniface and Cooper
(2009) believe it is necessary to distinguish between the different types of tourism.
International tourism, they note, involves those who travel to a country other than that
in which they normally live, whereas, domestic tourism comprises those travelling
within their own country. Lickorish and Jenkins (1997) maintain that inbound
tourism involves non-residents travelling in that country, and that outbound tourism
involves a country’s residents travelling to another country. There is also a need to
distinguish between categories of visitors and tourists. According to Cooper et al.
(2008) a visitor is a traveller who is included in tourism statistics based on his or her
purpose of visit, including holidays, visiting friends and relatives and business, and
are divided according to whether or not there is an overnight stay in the country.
They define tourists as visitors who spend at least one night in the country visited. A
same-day visitor, on the other hand, is a visitor who does not spend a night in
collective or private accommodation, for example, those returning to a ship or train to
sleep. Most authors agree that there are many reasons for travel, including holiday
travel, business and professional tourism, and common interest tourism (Boniface and
Cooper, 2009), incentive travel, visiting friends and relatives (Lickorish and Jenkins,
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1997), and health treatment and religious tourism/pilgrimages (Theobald, 1994).
Nuryanti (1996) suggests that recent trends show travellers have a desire to return to
their roots and communicate with the past.

2.1.4 Push and Pull Factors
Tourism can result from both push and pull factors (Boniface and Cooper, 2009).
They define push factors as being mainly a result of the stage of economic
development in the generating area, such as mobility, affluence and holiday
entitlement. They suggest that the more advanced the state of the economy, the
greater the probability in residents engaging in tourism. They define pull factors as
those associated with the receiving destination, including accessibility and amenities,
w ith marketing and promotion campaigns of the destination also contributing.
Tikkannen (2007) states that needs and motives operate as a push factors in a tourist's
decision making. Mason and Paggiaro (2009) suggest that motivation toward tourism
is a very complex concept. They suggest that motivations may be as a result of push
factors, that is, what urges the tourists to go on holiday and escape from their
domestic places, and also as a result of pull factors, which are the attributes and
attractions of a destination. Wealth and leisure are the main driving forces of
recreational tourism and the future of the industry will be dependent on how these
factors are spread out globally (Chambers, 2009). Tikkanen (2007) states that there
are a number of motivations for travel and tourism including holiday travel, business
travel, visiting friends and relatives, educational travel, health travel, and sports travel.
Caldwell and Freire (2004) maintain that people travel to certain destinations to fulfil
basic and self-actualisation needs.

2.1.5 The Contribution of Tourism to Economies
Many authors advocate tourism as a means of helping native destinations. In terms of
employment, travel and tourism is the world’s largest industry (Caldwell and Freire,
2004). Stephens Balakrishnan (2008) identifies that it is estimated more than US$2
billion is earned per day from international tourism. Cities and towns have more
recently added events such as festivals, exhibitions, markets and craft exhibitions to
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attract more tourists, and small and rural communities are using such events to reap
the same benefits that larger communities do (Russo and van der Borg ,2002; Baptista
Alves et al., 2010). They suggest that through such events, places may also attract
investment, therefore generating employment and economic prosperity. They
advocate the benefits of involving the local population to provide goods and services,
suggesting that the greater the level of local involvement, the greater the economic
benefits. They believe that a local decentralised economy can establish a basis for
economic growth, enabling the local community to develop local markets and local
production (Bridger and Luloff, 1999). Rosentraub and Jooa (2009) believe that
tourism generates interest from regions with little population growth, low
employment opportunities, and images of declining areas, in the hope that these
revitalized areas will attract other new businesses to the area. They advocate the role
of such events as tools to help build community pride, preserve local culture, enhance
community image and offer family-based recreational activities.

2.1.6 Impact of Tourism on Host Destinations
There are a number of debates about the impact of tourism on host destinations.
Swarbrooke (1999) states that among the benefits of tourism are; Job creation, helping
sustain local communities, and regeneration and restructuring of otherwise unviable
towns and villages. There are a number of negative concerns about the impact of
tourism on destinations (Moscardo, 1996; Drost, 1996). Swarbrooke (1999) also
acknowledges that tourism may have negative effects on the host community
including; low-paid, seasonal work, an over-reliance on the tourism industry, and
congestion. Lickorish and .lenkins (1997) support this view, suggesting that in certain
host communities, residents may have to adapt their way of life to suit the tourism
industry. Theobald (1994) suggests that in some destinations uncontrolled tourism
development has given rise to unsightly hotels which negatively impact on the
surrounding landscape. A study by Merhav and Killebrew (1998) of cultural sites in
Israel shows that the construction of tourist amenities can negatively impact on the
landscape's aesthetic. A similar study by Saveriades (2000) shows that the resort of
Ayia Napa in Cyprus has been transformed from a quiet fishing village to one where
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daily village life is eonstantly impacted by tourists, with detrimental effects on the
natural environment.

2.2 Introduction to Food Tourism
The next section will look at the expanding literature on food tourism, including such
concepts as authenticity and elitism.

2.2.1 The Development of Food Tourism
Ab Karim and Chi (2010) define food tourism as relating to food and eating
experiences that occur when people are travelling. According to Hall et al. (2003)
food is one of the essential elements of the tourist experience, yet it is only in recent
years that it has become a subject of study in its own right. Okumus et al. (2007)
agree stating that food tourism is a relatively new field of academic enquiry. They
further state that food is one of the most enjoyable activities tourists undertake on
their holiday. Henderson (2009) agrees, suggesting that food is an important tourist
attraction, and may be central to the tourist experience. Tikkanen (2007) maintains
that wine, food and tourism have a history of being related, and are increasingly being
combined, for example, in agri-tourism, wine tours, and the sale of food as a souvenir,
but it is only recently that their roles in attracting tourists to a particular destination
have been recognised by governments, tourism industries and researchers. There is a
consensus among these authors that although food is a component in many tourism
experiences, food tourism is a relatively new field of interest in tourism literature.
Gossling et al. (2011) take a different view of food tourism stating that food
consumption is relevant to tourism due to the huge amount of food consumed by
tourists.
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2.2.2 The History of Food and Hospitality Development
Gillespie (2001) states that the history of the food and hospitality industry in Europe
is closely linked with travel, either through migration or tourism. Many acknowledge
that food can play a role in attracting tourists to particular destinations. Hjalager and
Richards (2002) believe that as competition between destinations increases,
gastronomy can play a particularly important role in attracting tourists, not only
because food is central to the tourist experience, but also because gastronomy can be a
significant source of identity formation for some in society. Gillespie (2001) suggests
that gastronomy is about studying and appreciating food and beverages, and about
recognising the variety of factors relevant to those foods and beverages in a locality,
region or nation. Hjalager and Richards (2002) suggest that if food can be linked to
specific countries and regions, it can be used as a significant marketing tool for a
destination. According to Mason and Paggiaro (2009) food tourism may be
considered a branch of special interest tourism, offering the visitor ‘real’ tourism.

Many authors advocate the use of a regions native cuisine as a means of attracting
tourists. Hall et al. (2003) state that tourists may travel to a particular region which
has established a reputation as a location to experience quality food products, for
example, Napa Valley in California, Tuscany in Italy and Niagara in Ontario. Kim et
al. (2010) state that local food can be a key contributor to the economy of tourist
destinations and that food has become increasingly important in promoting tourist
destinations. Chang et al. (2011) support this point of view stating that many tourism
managers have utilised gastronomy as a method of attracting tourists. Henderson
(2009) also agrees, and suggests that food has assumed an important role for those
marketing destinations, and in tourists’ decision making and satisfaction. Henderson
further argues that food tourism may represent a competitive advantage for a
destination, play a key role in its branding, contribute to a destinations overall
economic development, as well as social and environmental issues, such as
contributing to sustainable development. Chambers (2009) agrees with Henderson
(2009) suggesting that tourists in the future will see value in environmental stability
and demand that standards of sustainability and socially responsible tourism be met.
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Organisations such as Slow Food are an example of those involved in sustainability.
A main aim of the Slow Food movement is to preserve territories’ agricultural,
gastronomic and cultural traditions (Parkins and Craig, 2009). Slow Food is a notfor-profit organisation founded in Italy in 1989, comprising over a thousand loeal
chapters in a hundred and thirty-two eountries with more than a hundred thousand
members (Yepsen, 2010). The movement arose from the eoncept of leading an
unhurried life, beginning at the table, in direct opposition to the world’s fast food
movement (O’Connor et al. 2007) and embodies a careful way of living, aiming to
sustain, repair and protect the damage done to the environment, people and eulture.
The Slow Food movement is about good, clean food, produced in a fair way,
respecting animal welfare and those who produee it (Tam, 2008). Central to the Slow
Food concept is an understanding and respect for food-making, taste, artisan
production and marketing (O'Connor et al. 2007). The Slow Food movement holds
events all over the world, promoting food that tastes good, is socially responsible and
environmentally friendly (Yepsen, 2010). Food networks such as the Slow Food
movement represent a resistance to the dominance of the global agro-food industry
and are an attempt at building a food economy grounded in their particular social and
cultural contexts (Parkins and Craig, 2009).

2.2.3 The Importance of Food to Travellers
Many authors on the topic of food tourism agree that food consumed on holiday may
represent a vital component for many tourists. Tikkanen (2007) states that food and
food-related events may be viewed as contributing to the trip’s success, but may also
represent a highlight of the overall experience. According to Hall et al. (2003) there
is a need to differentiate between tourists who consume food as a part of a travel
experience and those tourists whose activities and destination selection is influenced
by an interest in food. They define food tourism as visitation to primary and
secondary food producers, food festivals, restaurants and speeific locations for which
food tasting and/or experiencing the attributes of a speeialist food production region
are the primary motivating factors for travel. People will take with them the need for
survival as they travel, but for many more food and drink take on a much more
significant role (Gillespie, 2001). Hall et al. (2003) identify that for many tourists,
food becomes highly experiential when it is part of the travel experience. They
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further suggest that food can become symbolic and sensuous and take on new
significance and identity.

2.2.4 The Growth of Food Tourism
According to Henderson (2009) knowledge of, and demand for, overseas cuisine is a
growing market amongst western societies, who form the bulk of the outbound
tourism market. Henderson further notes that tourists are becoming more
adventurous about their choice of holiday, and the activities involved, including food.
Hall et al. (2003) support this view stating that many people are becoming interested
in where their food comes from and how sustainable it is, and also that people are
discovering more traditional and seasonal dishes made with minimum human
interference. Sims (2010) disagrees with the simplicity of defining local food stating
that the concept of local food is constantly reconfigured, both discursively and
materially, in response to the need to negotiate the tensions between the ideals and
practicalities of food production and consumption which occur as a result of the
relationships that occur throughout the food chain. Sims further states that just
because food is considered local, it does not mean it will automatically taste better or
be more socially or environmentally beneficial. Gillespie (2001) believes that while
gastronomic culture has been traditionally associated with the social elite, food today
demands the attention of many people across a broad social spectrum.

Chang et al. (2011) state that all tourists eat when they travel, thus engaging in some
form of travel dining, and that the dining experience is not merely a basic sustenance
function, but can augment the overall travel experience. They further suggest that
expectations of a dining experience can be influenced by previous dining experiences
in other destinations, other people’s experiences, mass media and destinations
marketing initiatives. They maintain that understanding how tourists view and
evaluate local food and dining experiences is essential for developing and promoting
gastronomic products. They further argue that due to cultural differences, what is
considered ‘good’ food in one culture might be considered ‘bad’ in another, and
because food and eating are largely influenced by culture, they are a direct
manifestation of the culture in which they are rooted. Tam and Frost (2008) support
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this view believing that questions of personal taste are closely linked to cultural norms
and taboos. There is a common consensus from these authors that the area of food
tourism is a growing concern.

2.2.5 Authenticity of Food Tourism
Chang et al. (2011) suggest that tourists are concerned about the authenticity of the
local food and restaurant ambience, and that the local cuisine should be a true
retlection of the local dining e.xperience, and therefore overcoming concerns about
staged authenticity. Feifan Xie and Wall (2002) agree with Chang et al. (2011) that
authenticity can be crucial for the development of cultural tourism. Chang et al.
(2011) also suggest that for tourists whose main dining purpose is to broaden their
dining experiences, the intangible experiential factors tend to outweigh tangible food
quality. Tam and Frost (2008) believe that eating in most cultures is a social
occasion, and provides an opportunity for travellers to experience authentic
hospitality. Van Dijk et al. (2011) believe that visitor perceptions of a destination
may be negatively impacted if the visitor perceives the emotional expression to be
inauthentic, defining emotional labour as the management of emotional display by
staff to satisfy organisational expectations during interactions with tourists. Poria et
al. (2006) suggest that a visitor’s connection with a place can be based on personal
identity, experience, tradition and social or emotional dimensions.

2.2.6 Food as a non-motivating factor
According to other authors, food may not play a central role in a tourist experience.
Henderson (2009) argues that many tourists have a more casual attitude toward food,
and dining out and trying local cuisines may be a diversion, such as for those on
business travel, but not central to the holiday. Tam and Frost (2008) agree
maintaining that travellers have no choice but to eat and drink whatever is available to
them. Ab Karim and Chi (2010) agree with Henderson (2009), suggesting that while
some tourists may be adventurous in their food choices while travelling, others may
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seek out food similar to what is available at home. These authors concede that food
may not play a significant role for travellers.

2.2.7 Food Tourism as Elitist
According to Gyimothy and Mykletun (2009) there is a growing proliferation of food
sections in lifestyle magazines and television programmes and growing strength for
the idea of food as a primary motivation for travel. Tikkanen (2007) suggests that
food tourists may have many motivations for travelling. Hjalager and Richards
(2002) agree arguing that there may be a number of reasons for tourists to undertake
food-related holidays. They suggest motivations may include; physical motivators
such as looking forward to trying new foods; cultural motivators, as food can be a
representation of local culture; interpersonal motivators, such as the wish to
experience social encounters; and status and prestige motivators, as food can play a
role in showing one’s societal standing. Gyimothy and Mykletun (2009) claim that
gastronomy is an expressive form of art, and culinary products and dining may be
considered fashion accessories to enhance or express consumer identities. There also
exists a concept that food tourism networks such as Slow Food are elitist. Walsh
(2008) suggests that the Slow Food movement has been branded as elitist, especially
at a time when food prices world-wide are soaring. There is also a perception that
such organisations produce an unrealistic view of certain places. Gyimothy and
Mykletun (2009) suggest that the trend of branding rural landscapes and food is based
on romantic culinary stereotypes, which idealise the concept of the countryside.

2.3 Introduction to Branding
The next section will explore the topic of branding, including its origins and benefits.
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2.3.1 Branding Definitions
Most authors on branding agree on the important role a brand plays (Aaker, 1996;
Clifton, 2009; Healey, 2008).
'Brands are demonstrably the most important and sustainable asset any organisation
has. ’
(Clifton, 2009, pg.3)
Healey (2008) sees a brand as a promise of satisfaction, an unwritten contract between
buyer and seller. Aaker (1996) believes a brand involves a set of associations which
provide a distinct image and a basis upon which a loyal relationship is developed.
Pavitt (2001) suggests that life is increasingly dominated by brands and that the brand
is the prefix, it is the qualifier of character.

The following section will explore the origins of branding.

2.3.2 The Origins of Branding
Most branding literature asserts that the history of branding can be traced back to very
early origins. According to De Chematony and McDonald (1998) the history of
brands can be traced back to Greek and Roman times, when there was a high level of
illiteracy and shopkeepers hung pictures on their shop fronts indicating the kinds of
goods sold. They state that in the Middle Ages, craftsman with specialist skills
stamped their marks on their goods in order to distinguish them from others. The next
step in the evolution of brands was associated with the growth of cattle farming in
North America, where cattle owners used a red hot iron to create a unique imprint on
their cattle as a mark of ownership. Next, they suggest that the growth of the retailing
environment encouraged manufacturers to protect their products through branding,
and bypassing the retailers by advertising directly to customers. According to
Forristal and Lehto (2009) branding today is used to imprint an image of what
services and products represent in the minds of customers, and that various branding
strategies are applied to many products and services.
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2.3.3 Benefits of Branding to Organisations
Scrivastava and Thomas (2010) claim that organizations must make thousands of
decisions daily, and it is impossible for managers to oversee all of them. They
suggest that a strong brand offers a consistency to decision making, which promotes
synergy in the organisation. They advocate the use of brand visionaries, which they
define as managers who set the brand strategy in motion. According to Schroeder and
Salzer-Morling (2006) brands have become an essential element of marketing and
they represent economic entities as well as being sources of power and legitimacy
which impose models of thinking and behaving. They further state that a brand may
not solely be viewed as a sign added to products to differentiate them from competing
goods, but as a semiotic engine with the function of producing meanings and values.
De Chematony and McDonald (1998) suggest that successful brands which are the
focus of a coherent blending of marketing resources represent valuable marketing
assets. Aaker (1996) believes a brand involves a set of associations which provide a
distinct image and a basis for a loyal relationship.

De Chematony and McDonald (1998) maintain that a brand may encompass not only
consumer products, but a whole host of offerings, including people, places, companies
and service products. They further suggest that a successful brand is one that is an
identifiable product, serv ice, person or place, augmented in such a way that the buyer
or user perceives relevant, unique added values which match their needs most closely
and sustains these added values in the face of competition. Freire (2005) and Pryor
and Grossbart (2007) support De Chernatory and McDonald’s theory, perceiving that
brands are increasingly becoming properties of a diverse range of entities, such as
corporations, celebrities and places. Wright and Linehan (2004) state that a
distinctive brand name and logo can make the task of marketing a product easier, as
brand loyalty and patronage may depend on a familiar brand name or symbol. These
authors concur that there are many benefits to having a successful brand.
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2.3.4 Brand Identity
Lemmetyinen and Go (2010) state that it is increasingly the mental and symbolic
processes that incorporate the meaning and purpose of tourists’ encounters, which are
manifested in brand identity. Cravens and Piercy (2009) define brand identity as:
'a unique set of brand associations that the brand strategist aspires to create or
maintain. These associations represent what the brand stands for and imply a promise
to customers from the organisation members.

’

(Cravens and Piercy, 2009, pg.298)
Konecnik and Go (2008) believe that brand identity is what the brand aspires to stand
for. Lemmetyinen and Go (2010) assert that brand identity tends to be concerned
with how those actors involved in the branding process make it unique, whereas the
brand image focuses on perceptions of the brand. They further state that a brand
could be seen as a group of values coming from the actors in the network. Much
literature recommends having all stakeholders involved in achieving brand identity
and delivering it. Cravens and Piercy (2009) believe that strategic brand management
is the responsibility of several levels of management. Lemmetyinen and Go (2010)
suggest that achieving this requires the commitment of members having a common
vision of the brand identity, who will deliver this set of values. Scrivastava and
Thomas (2010) agree that in order to deliver a strong brand experience to the
customer, the organisation needs to develop strong internal alignment with the brand
among its internal stakeholders, as well as strong external alignment with its external
stakeholders.

2.3.5 Brand Vision and Brand Value
Keller and Lehmann (2009) define brand vision as how well a firm recognises current
brand equity, as well as the inherent potential of a brand, and its possible future brand
equity. They state that long-term brand value depends on how successfully a firm
recognises the potential of a brand and how well a firm capitalises on that brand
potential. They suggest that a number of factors in the environment, such as changes
in competition, demographics, economics, technology, and political and socio-cultural
forces can work in favour or against the creation and realisation of brand potential.
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Raggio and Leone (2009) state that not all brands survive eeonomic downturns.
Aaker (2010) argues that those involved in branding can play a big role in protecting
the business from competition.

2.3.6 Brand Positioning
In deciding how to position the brand in the minds of consumers, Cravens and Piercy
(2009) recommend first deciding if the brand is to be considered functional, symbolic,
or experiential. They suggest that functional brands are those that serve consumption
related issues for externally generated consumption needs, such as buying a cleaning
product, symbolic brands relate to buyers’ internally generated needs for self
enhancement or role position, such as luxury goods, and experiential brands provide
sensory pleasure and cognitive stimulation, such as certain automobile brands.

2.4 Introduction to Destination Branding
The next section will look at destination branding, including the complexities of
branding destinations and the role of stakeholders.

2.4.1 Destination Branding
According to Ding (2008) with regard to international relations, national image
building has long played an important role in foreign policy, and while traditionally it
has been more Western states that have emphasized their national image, more
recently states which were historically authoritarian and isolated have recognised the
importance of developing a national image. Hemingway (2007) maintains that the
past twenty years have seen a huge growth in cultural tourism and place branding.
Pryor and Grossbart (2007) suggest that in regard to marketing, place branding
encompasses a diverse range of activities, from attracting foreign direct investment,
tourism marketing, country-of-origin or the product-country image. According to
Kavaratis and Ashworth (2006) place branding is the application of product branding
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to places. Andersson (2007) believes that in the past few years, the idea that a place
can be a brand has gained strength.

2.4.2 Defining a Destination
According to Pike (2004) destinations are places that attract visitors for a temporary
stay and range from continents to countries, to states and provinces, to cities and
villages, to purpose- built resorts, and that opportunities exist for even the smallest of
communities to benefit from tourism. Bomhorst et al. (2010) define a tourist
destination as a geographical region, political jurisdiction, or major attraction, which
seeks to provide visitors with a satisfying and memorable range of visitation
experiences.

2.4.3 Destination Marketing
Pike (2004) states that tourism marketing is generally concerned with the selling of
dreams, and the images held by customers therefore play a critical role in their
decision making, and that while consumers have an almost limitless supply of
destinations to choose from, they will only consider the merits of a few of them.
Travellers are spoilt for choice of destinations, all generally offering beautiful
scenery, accommodation and friendly people, and destinations must therefore
compete for attention with a differentiated brand image, in a market place of
substitute products and rival destinations (Pike, 2004; Pryor and Grossbart, 2007;
Henderson, 2007; Qu et al. 2011).

2.4.4 Destination Branding
It was during the 1990’s that destination branding was first introduced (Tasci and
Kozak, 2006; Park, 2009; De Carlo et al. 2009). It began at national level in countries
like Australia, Hong Kong and Spain, followed by cities such as Seattle and Las
Vegas (De Carlo et al., 2009). Wagner and Peters (2009) suggest that in a tourism
destination context, a brand can be a representation of identity for the destination, and
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as an image for the tourist. McCartney (2008) suggests that the images usually
portrayed of a destination appear universal and homogenous, and that greater
importance must be given to match the portrayed image with visitor motives and
travel behaviours. Pike (2004) agrees with McCartney stating that those in charge of
marketing destinations must produce images that encapsulate the essence of the place
and differentiate the destination from competitors offering the same features, and be
meaningful to heterogeneous and dynamic markets.

Many authors on destination marketing suggest that as competition for the tourist’s
business increases, destination branding can be used as a marketing tool. According
to Hanna and Rowley (2008) places are facing increasing global competition in both
their external and internal markets, and as a result, the application of branding
techniques is growing in frequency. They further state that in general the idea of the
term ‘destination brand’ denotes the tourism dimension of a place, but this concept is
complicated by the fact that a destination may include several towns, cities or
municipalities, islands or the entire country. Vasudevan (2008) states that a
destination’s brand image reflects the affinity and connection visitors or potential
visitors have with the destination, its values attributes and personality. Wang et al.
(2010) support this statement suggesting that creating and maintaining an attractive
image in the minds of potential customers is critical for all businesses, but that it is
especially true with regard to tourist destinations, as a favourable image helps position
a destination relative to its competitors. They suggest that if a destination is
considered to have an attractive image, it results in a positive evaluation, and
therefore it is likely to increase the possibility of the tourist revisiting. Camprubi et
al. (2008) further agree, maintaining that a solid image of a destination can promote
its real characteristics and positively impact on a destinations competitiveness.
Regional brands such as West Cork’s Fuchsia brand are used to create a distinctive
identity for tourism products in the area (O’Reilly, 2008).
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2.4.5 Benefits of Successfully Branding Destinations
Most authors agree that there are many benefits to successfully branding destinations.
Stephens Balakrishnan (2008) suggests that the successful branding of Dubai
transformed it from a fishing village into a major trading centre in the Middle East.
New Zealand may be considered as an example of a country that has branded itself
successfully (Tasci and Kozak, 2006; Mandel-Campbell, 2009). According to
Forristal and Lehto (2009) and Park (2009) contemporary place branding efforts have
for the most part focused on schemes to attract business to the destination to improve
its economy, usually in the form of foreign direct investment or tourism. Cassel
(2008) maintains that regions and cities are trying to attract business and capital by
developing a distinctive local character.

2.4.6 Complexities of Branding Destinations
Many authors maintain that there are a number of difficulties in successfully branding
destinations. Freire (2005) and Kahn (2006) believe that the image of a country,
including its stereotypes, cannot be easily manipulated. Kalamova and Konrad (2010)
support this view suggesting that stereotypes about a country may be used as an
information source about a country’s quality as an investment location. Henderson
(2007) further suggests that one person many hold many images of a single
destination. Frochot and Kreziak (2009) believe that tourists will already have
fonued an image of a destination before they decide to visit, which marketers will
find hard to change.

Many authors suggest that are many challenges confronting those involved in place
branding. Fuchs and Reichel (2011) state that in recent years, the perceived risks
associated with travelling to a particular destination, due, for example, to fragile geo
political situations, outbreaks of potentially global epidemics and political violence,
have received an increasing amount of attention. They argue that understanding these
risk perceptions may help in formulating marketing strategies and reduce
psychological barriers to travel. They further state that first-time and repeat visitors
have different risk concerns; with first-time visitors risk perceptions include human41

induced risk, food-safety and weather risk, and repeat visitors having concerns about
areas such as financial risk, service quality risk, natural disasters and car accidents.
Media plays an important role in choosing a holiday destination, as it offers tourists
up to date information (Tasci and Kozak ,2006; Castelltort and Mader, 2010).
Castelltort and Mader (2010) state that the media have a tendency to focus on the
negative aspects of a destination, such as crime or terrorism, while they ignore any
positive news which enhances the image of a destination. They argue that
understanding the media image is important for those marketing destinations.

Rigall-I-Torrent and Fluvia (2011) state that decision making by tourism policy
makers is complex due to the combination of public and private attributes that make
up many tourism products. They observe that tourism managers face a daunting task
in putting together, pricing and promoting a bundle of heterogeneous components.
According to Okumus et al. (2007) destination product portfolios consist of a number
of tangible and intangible goods and services. They state that destination marketing
should not only aim to increase that number of tourists travelling to a region, but also
aim to facilitate sustainable tourism development. They further suggest that each
destination should differentiate itself by highlighting its unique tangible and
intangible products and services and that this differentiation should be real and
substantial enough to induce visitation.

2.4.7 Using Brand Personality as a Destination Marketing Tool
Some authors recommend the development of a brand personality as a destination
marketing tool. Forristal and Lehto (2009) state that brand personality can be viewed
as an effective emotional bonding tool with potential users of a product, and as a
result, brand personality is an emerging area of interest in the marketing of tourism
and hospitality. They believe that features of a destination, for example, native
species such as indigenous plants and animals, could be used in marketing strategies,
in particular, in destination branding, if they have symbolic, mythic or ceremonial
significance to the local people. They observe that the Chinese panda, the Canadian
maple leaf and the Australian kangaroo have all been used as symbols to brand
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nations. They argue that food traditions are a central part of a region’s culture and
history, and oftentimes it is the area’s indigenous flora and fauna which contribute
significantly to its cuisine.

2.4.8 The Role of Stakeholders
There is a consensus among authors that there is much complexity involved in
managing destinations. Swarbrooke (1999) states that destinations are complex to
manage due to a number of reasons, including: they exist at different geographical
regions, which can lead to the duplication of marketing functions, destination
management is in the hands of both public and private sectors, destinations are made
up of many individual products, and most destinations involve a vast range of
stakeholders. Ruiz-Ballesteros (2011) suggests that for a community there usually is
a strong and definite sense of territory. McKercher et al. (2005) support this concept
stating that there is often conflict between those pursuing an activity and those
thought to be interfering with the pursuit. They further state that conflict can occur
when the balance of power shifts between stakeholders, and tourism out-competes
existing stakeholders for the use of natural or cultural resources.

Much literature on destination branding recommends having the support of all
stakeholders involved. Ooi and Strandgaard-Pedersen (2010) maintain that the
stakeholder approach is advocated by many researchers in place branding literature.
According to Morgan et al., (2003) and Ryan and Silvanto (2009) place brands have
special characteristics and confront specific challenges, with many stakeholders
involved. Stephens Balakrishnan (2008) and Hospers (2010) state that marketing a
destination should begin with the local community, turning local residents and
businesses into ambassadors for the destination. Ooi and Strandgaard-Pedersen
(2010) agree with Ryan and Silvanto (2009) and Hospers (2010), that in order for a
place brand to be successful it must be supported by all the various stakeholders.
They further state that building up consensus among stakeholders can be difficult, as
many stakeholders have different agendas and different audiences. Brennana and
Luloff (2007), Stephens Balakrishnan (2009) and Amaboldi and Spiller (2011) agree
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with Ooi and Strandgaard-Pedersen (2010) stating that stakeholders often have
diverse and conflicting interests. Haukeland (2011), in a study of a national park in
Norway, outlines how the planning process must include local stakeholders. The
study also shows that local businesses must be taken into consideration and that trust
is crucial among the various parties involved. Individuals working together to
generate ideas and resolve problems can lead to conflict resolutions (MatarritaCascante et al. (2010). Vasudevan (2008) states that although most branding
communication is directed externally, it is in fact the internal stakeholders who
provide the actualisation of the experience and so define the brand. Vasudevan
further argues that internal stakeholders must be given a role and voice in deciding the
brand vision of a destination and suggests using local media as a source to achieve
this. Research on the impact of tourism on the community of New Lanark, Scotland,
found that the tourism potential could increase if the local community worked in
conjunction with the tourism planners. This was further necessitated as the
community itself was considered a part of the tourism product (Sigala and Leslie,
2006). There is agreement between these authors on the need for stakeholder
involvement and support for successfully branding destinations.
In recent years, the subject of branding destinations as food centres has been
developed. The next section will explore this idea.

2.5 Introduction to Branding Destinations as Food Centres
This section will look at marketing destinations as food centres, exploring concepts
such as the link between food and culture, and food as a symbol of the locality.

2.5.1 Using Food as a Destination Marketing Tool
There is a consensus among many authors that food can be used as a tool for
marketing destinations. According to Ab Karim and Chi (2010) tourism activity
related to food has been called such terms as food, gastronomy or culinary tourism,
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but ultimately they all relate to the concept of people visiting a specific destination for
the purpose of finding foods. Culinary tourism, they note, has gained a reputation as a
niche marketing tool in the tourism industry, with destinations capitalizing on their
native cuisine to promote themselves. They state that authentic and interesting food
can play a role in attracting tourists to a particular destination. There is a suggestion
that food can be used to harness a location’s natural amenities. According to Everett
and Aitchison (2008) food tourism can lead to an increase in social and cultural
benefits for a region, celebrate local food traditions, and assist in the conservation of a
region’s heritage, skills, and way of life. Hjalager and Richards (2002) acknowledge
that tourism planners are increasingly recognising that the synergies resulting from
food and tourism production can be used as a unique marketing tool for destinations,
can encourage repeat and first-time visitors, and can enhance the visitor e.xperience.
According to Henderson (2009) a country’s food can be a major component of its
destination image, and has traditionally been used in advertising by areas historically
associated with good food, such as France and Italy, and that other regions are now
giving greater prominence to their food and wine in promotion campaigns.
Henderson further suggests that such marketing activities are not directed at tourists
alone, but also at local residents as possible eustomers, and that the presence of local
residents can contribute to the authenticity of the experience.

Montari and Staniscia (2009) believe that culinary tourism can be suitable for both
urban and rural areas. They suggest that food should be produced locally as much as
possible in order to benefit local development, and combat global competition. They
maintain that local food production is the outcome of an inherited mix of an area’s
natural, cultural, and social resources. Boyne and Hall (2004) support this view
identifying that rural regions are closely associated with agriculture and food
products, and as gastronomy is a growth area in tourism, rural regions should be
promoted through their food and drink offerings. Reynolds (1993) argues that if a
region’s culture is to remain sustainable, then its traditional and ethnic foods must be
preserved along with its other art forms. Food can be used as a unique marketing tool
for destinations. Ab Karim and Chi (2010) state that food can play a key role in
attracting tourists to a destination, for example, food is a main attraction in
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destinations like Italy, and can form the most memorable part of the trip. They
acknowledge that countries such as Italy, France and Thailand are noted for their
cuisine, and food has become a central part of their marketing campaigns, and that
other emerging countries in food tourism, such as Australia and Canada, are now
doing the same.

2.5.2 Linking Food and Culture
Montari and Staniscia (2009) state that food, when it is local, and has a strong link to
the area, can become a cultural reference point for tourists and assist in regional
development, for example, as it has in the mountainous regions of central Italy.
Gyimothy and Mykletun (2009) believe that local food products may act as a
differentiator for destinations. Sims (2009) maintains that local food can play a role
in sustainable tourism. Mason and Paggario (2009) agree, suggesting that countries
like Italy, which is already famous for its scenery, art and history is just as famous for
its local gastronomy, and that its traditional dishes are seen as a crucial element of
local heritage. They state that these destinations are termed food or wine holiday
destinations, and gastronomy is a central element of the tourist attraction. According
to Smith et al. (2010) culinary activities include a broad range of food related
activities, including visiting a restaurant, food festivals, or farmers markets, and farm
visits.

2.5.3 Food Travellers’ Motivations
There is a consensus among most authors that marketers should understand food
tourists’ motivations for travelling. Tikkanen (2007) suggests that those involved in
marketing food destinations should understand potential food tourists’ needs and
motivations. Montari and Staniscia (2009) state that food and wine tourists are those
with a medium to high cultural level, have a relatively high spending capacity, make
scrupulous choices, and live and consume in relation to these choices. They suggest
that in order to fulfil these requests, tourist destinations need providers who have
extensive knowledge of a territory, its geography, history, botany, art, and culture, and
can offer this knowledge in order to fulfil tourists’ requests. Ab Karim and Chi
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(2010) state that those involved in marketing destinations as food centres must
understand the image held by potential customers. They argue that understanding
such factors can help in determining marketing programs.

2.5.4 Food as a Symbol of Locality
Many authors suggest that food can be used as a symbol of the locality. Gillespie
(2001) suggests that symbols are essential ingredients in all beliefs, providing the
most powerful images of life and that they imply more than their obvious meaning.
Gillespie further suggests that while food is essential to human existence, it also
symbolizes more than itself, with elements of social and ceremonial origin, for
example, the role wine plays in the Christian faith. In some countries, like Ireland,
food is linked with folklore and legend, such as how hazelnuts represent kernels of
wisdom, a ring hidden inside a barm brack cake at Halloween decides the destiny of
the one who finds it for the coming year (Connery, 1997), and how milk from Kerry
cows makes a child grow up handsome, good-natured and wise (Linehan, 2006).
Montari and Staniscia (2009) maintain that traditional food products can be seen as
symbols, historical consequences, traditions and customs of a territory. Sims (2009)
agrees stating that food products can be seen authentic products which symbolise a
region’s culture, and overall enhance the visitor’s experience. Smith and Costello
(2009) also agree stating that experiencing local cuisines can give the tourist a deeper
appreciation of the local culture. Ab Karim and Chi (2010) suggest that destinations
with an abundance of natural resources, such as wine-producing regions, should
aggressively promote wine-tourism as a speciality tourism product. They cite
countries such as Italy and France which have established themselves as such
destinations, and draw millions of food and wine tourists each year.

2.6 Summary
The literature reviewed on tourism, food tourism, branding, destination branding and
branding destinations as food centres, will provide the basis for the primary research
that will be carried out. The research methodology will be detailed in the following
chapter.
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Chapter Three - Research Methodology
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3.0 Introduction to Research Methodology
This research is a study on the effectiveness of food tourism branding, focusing on
Kinsale, Co. Cork. There were over six million overseas visitors to the Republic of
Ireland in 2010 (Department of Tourism, Culture and Sport). Food tourism as a
market in Ireland is valued at 2.2 billion euro (Bord Bia 2009). Hall et al. (2003)
define food tourism as visitation to primary and secondary food producers, food
festivals, restaurants and specific locations for which food tasting and/or experiencing
the attributes of a specialist food production region as the primary motivating factor
for travel. In 2009, 3.3 million tourists visited the south-west of Ireland and generated
one billion euro in revenue (Failte Ireland 2009a). A case study approach will be used
on the tourist town of Kinsale. Kinsale is well-known reputation for its cuisine, and
has been at the heart of Ireland’s food circles for many years (Kinsale Chamber of
Commerce, 2011).

This chapter will demonstrate how secondary research was carried out. It will also
show how the primary research will be carried out and will identify the reasons for the
choice of primary research tools to be used. McDaniel and Gates (1998) state that it
is becoming more common for researchers to use both qualitative and quantitative
research, as quantitative research patterns may be enriched by qualitative information.
Hair et al. (2006) also suggest using both qualitative and quantitative methods to
make the research complete. This research project will therefore use both methods.
Qualitative research methods in the form of interviews will be used to gain insights
from opinion leaders. Quantitative research in the form of surveys will be undertaken
to create profiles of tourists visiting Kinsale and to establish motivations for visiting.

3.1 Market Research
McDaniel and Gates (1998) define marketing research as the planning, collection and
the analysis of data relevant to marketing decision making and the communication of
the analysis results to management. Malhotra (1996) defines marketing research as
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the systematic and objective identification, collection, analysis and dissemination of
information to allow for improved decision making. Chisnall (1997) believes market
research essentially comprises the disciplined collection and evaluation of data to
better help suppliers understand customers’ needs. McDaniel and Gates (1998)
believe that marketing research plays two main roles. Firstly, it provides data on the
effectiveness of the current marketing mix and shows if any changes may be
necessary. Secondly, it is used for exploring new opportunities in the market place.
Malhotra (1996) believes that marketing research is objective, attempting to provide
accurate information, in a non-partial way. Chisnall (1997) suggests that as decision
making involves some degree of risk, the data collected by market research should be
used to control and reduce this risk to some degree.

3.2 Research Objectives
The following are the research objectives that this research aims to meet:
1. To review academic literature on food tourism.
2. To investigate tourists' motives for visiting Kinsale.
3. To examine if food tourism is a motivating factor for tourists choosing Kinsale
as a destination.
4. To make recommendations on the marketing of other Irish destinations as
gourmet food centres.

3.3 Secondary Data
Secondary data is being used to answer research objective one. Chisnall (1997)
suggests that secondary data is data which already exists and may be of use to the
researcher. Malhotra (1996) agrees that secondary data has been collected for a
purpose other than the research at hand. Zikmund (2003) describes secondary data as
data which have been collected and recorded by a previous researcher prior to the
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current project. These authors concede that secondary data has been collected for
purposes different to the one at hand. Secondary data will therefore be used to meet
the first research objective.

3.3.1 Advantages of Secondary Data
Malhotra (1996) identifies a number of advantages in relation to the use of secondary
data. Secondary data is easily accessible, inexpensive and quickly obtained.
Secondary data aids the researcher in identifying, defining and developing an
approach to the problem. It can also help in research design, testing hypotheses and
interpreting primary data more insightfully. McDaniel and Gates (1998) offer extra
advantages to the use of secondary data, including how secondary data may actually
provide a solution to the problem. Secondary data may also provide alternative
research methods as well as alerting the researcher to potential problems in research
methods. The researcher has used newspapers, peer-reviewed journals and books as
means of secondary data. The secondary data obtained from these sources has
informed the basis for this research project’s primary data.

3.3.2 Disadvantages of Secondary Data
Malhotra (1996) identifies a number of disadvantages in using secondary data
including the fact that secondary data may have been collected for purposes other than
the current problem and it may be limited in relevancy to the present problem. To
counter this disadvantage of using secondary data, this research has drawn on a wide
source of secondary research materials carried out by a variety of authors, over a vast
time scale, as well as a wide range of industries and locations. Secondary research
materials have been sourced from international organisations such as the UNWTO,
Irish organisations like Failte Ireland, and reports by government departments such
the Department of Agriculture’s Food Harvest 2020 report. A variety of newspapers
such as Irish Times and Irish Examiner, and a range of books including those written
on Irish culture (Connery, 1997) and the tourism industry (Holloway, 2002) have been
studied. Secondary material has also been sourced using from a range of journals
such as the Journal of Brand Management, Place Branding and Public Diplomacy,
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British Food Journal, Tourism Management, and the Journal of Sustainable Tourism.
Contrasting views on areas such as food tourism as a growth market (Hall et al. 2003)
and the concept of food tourism as elitist (Walsh, 2008) have been explored. A range
of locations using destination branding, for example, West Cork’s Fuchsia brand
(O’Reilly, 2008) and the reputations of Italy and France as food destinations
(Henderson, 2009) have been looked at.

3.3.3 Evaluating Secondary Data
Malhotra (1996) recommends a number of criteria for evaluating secondary data
including; the methodology used to collect the data, the accuracy of data, the time lag
from when research was carried out, the objective of the original research, and the
dependability of the source.

3.4 Case Study Method
The case study method is an exploratory research technique that intensively
investigates a situation that is similar to the problem situation (Zikmund, 2003). Hair
et al. (2006) believe that case studies are a form of exploratory research in which an
existing situation is similar to the present situation. They further note that in a case
study approach, the researcher will undertake an in-depth examination of the area of
interest. Matarrita-Cascante et al. (2010) suggest that case studies as a research
methodology can provide a deeper understanding of localities, and because of this
there has been an increase in their use in tourism research. Kinsale will be used as a
case study as it has many similar characteristics to the case studies carried out on the
areas of tourism and branding (Okumus et al. 2005; Brennana and Luloff, 2007;
Henderson, 2007; Parkins and Craig, 2009; Matarrita-Cascante et al., 2010) explored
in the secondary research.
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3.5 Primary Data
Primary data will be used to meet research objectives two, three and four. According
to Chisnall (1997), primary data is data which has been collected for the first time.
Malhotra (1996) believes that primary data is originated by the researcher with the
specific intent of addressing a research problem. Zikmund (2003) describes primary
data as data gathered and recorded for the specific purpose at hand. These authors
agree that primary data is data generated by the researcher for the current problem.

3.5.1 Research Sample
The research sample involves the use of two different sectors. The first sector
includes opinion leaders in the areas of food tourism and regional branding. The
second sector is tourists and visitors to the town of Kinsale. The research sample
aims to answer the following primary research questions:
1. To gain expert local opinions on food tourism in Ireland.
2. To establish motivations for visiting Kinsale.
3. To investigate if motivations differ on basis of country of origin.
4. To investigate if motivations differ on basis of age group.
5. To discern tourists familiarity with Kinsale as a gourmet food destination.
6. To establish if tourists will engage in a food related activity in Kinsale.

3.5.2 Exploratory Research
The researcher will use exploratory research as a primary research method.
Exploratory research provides qualitative data and a greater understanding of a
concept than just the precise quantification of quantitative research (Zikmund, 2003).
Malhotra (1996) supports this concept stating that exploratory research is used to
explore or search through a problem or situation in order to provide better
understanding of a problem. Chisnall (1997) agrees, believing that exploratory
designs are concerned with identifying the real nature of research problems and can
provide valuable insights into the essential character and purpose of more specific
research such as surveys. According to Malhotra (1996) exploratory research is
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flexible and versatile in regards to the methods used, and the creativity and ingenuity
of the researcher can play a major role.

3.5.3 Qualitative Research
Qualitative research will be undertaken for the purpose of this study. Qualitative
research was deemed most suitable to answer primary research question one, which
was to gain expert local views on the topic of food tourism in Ireland. McDaniel and
Gates (1998) suggest that qualitative research is data that is not subjected to
quantification or quantitative analysis. Qualitative research is unstructured as an
exploratory research methodology (Malhotra, 1996). According to Chisnall (1997)
qualitative research aims to discover what may cause certain types of behaviour.
Qualitative research was chosen for a number of reasons. Researchers may seek
methods of enquiry that are unstructured and flexible (Chisnall, 1997). Qualitative
research may provide insights into understanding problems (Malhotra, 1996).
Qualitative research is often much cheaper than quantitative research, it is an effective
way of understanding customers’ motivations and feelings in depth and it can impact
positively the efficiency of quantitative research (McDaniel and Gates, 1997). Hair et
al. (2006) believe that qualitative techniques enable the researcher to collect in-depth
data about the subjects’ attitudes, beliefs, emotions, and perceptions. They further
maintain that qualitative methods can provide preliminary insights into building
marketing models, as well as identifying market problems.

3.5.4 Limitations of Qualitative Research
There are a number of disadvantages to qualitative methods. Qualitative data may not
be representative of the population; it may not be generalized to larger groups
(McDaniel and Gates, 1998; Hair et al, 2006). The same authors also point out
qualitative methods of research may fail to distinguish small differences. Hair et al
(2006) suggest another possible disadvantage in the fact that interviewers may not be
well trained.
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3.5.5 Depth Interviews
Depth interviews were chosen as a means of qualitative research. The interviewees
are local experts and opinion leaders in the areas of food tourism and branding.
Malhotra (1996) defines a depth interview as unstructured, direct and personal, in
which a single respondent is questioned by an interviewer to uncover underlying
motivations, beliefs and feelings on a particular topic. The aim of the interviews for
this research study will be to gain expert opinions and to uncover facts on the topic
areas. According to McDaniel and Gates (1998) depth interviews probe and elicit
answers to questions, using non-directive techniques to uncover hidden motivations.
There are a number of reasons the researcher believed depth interviews would be
suitable as a qualitative research method. Depth interviews can uncover greater
insights into topics. Depth interviews allow the respondent to be more truthful than in
other exploratory research methods such as focus groups, where there may be
pressure to conform to group response (Malhotra, 1996). McDaniel and Gates (1998)
offer further advantages to depth interviews. The respondent feels like the focus of
attention and believes their thoughts and feelings are important and wanted.
Individual interviews allow greater flexibility in exploring respondents’ answers. The
closeness of the situation allows the interviewer to become more sensitive to non
verbal feedback. For the purpose of this interview, it is hoped that expert opinions
will be gained which will provide new insights into the topic. In a similar study to
this, Wagner and Peters (2009) conducting research into destination branding of
Tyrol, Austria, used semi-structured interviews to gain insights into internal
stakeholder perceptions of the region.

The researcher also realises there are many limitations to depth interviews. McDaniel
and Gates (1998) believe depth interviews are more expensive than group interviews
and are physically exhausting and time-consuming for the interviewer. Malhotra
(1996) suggests that a disadvantage of depth interviews is that data collected is
difficult to analyse and interpret. To counteract this, key themes and issues will be
focused on when analysing the interviews. Zikmund (2003) suggests that the lack of
anonymity of the respondent may be a problem as the interviewee may be reluctant to
provide confidential information to another person and also that interviewer influence
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can impact on the outcome of the interview. A transcript of the interviews will
therefore be sent to all interviewees who request one for approval before publishing.
All these authors agree that the skill of the interviewer can determine the success of
the interview. McDaniel and Gates (1998) further point out that the unstructured
nature of interviews and the clinical nature of the analysis make the analysis difficult.

3.5.6 Profile of Interviewees
The depth interview aims to answer the first primary research question of gaining
expert local opinions on food tourism. The researcher sought interviewees who are
considered authorities on the topic of food tourism.

Darina Allen
Darina Allen is the owner of Ballymaloe Cookery School. She is also a cookbook
author and television presenter, an advocate of artisan producers and fanners markets
and an award-winning chef (RTE, 201 la). Ballymaloe Cookery School is located in
the middle of a 100-acre, organic farm, with over a hundred cookery courses on offer.
Darina Allen is Councillor for Ireland in the Slow Food Movement and is president of
the East Cork Convivium branch of Slow Food (Ballymaloe Cookery School, 2009).
She is also a founder of the first farmers market in Ireland and is involved in an on
going basis in setting up new markets (connect.in.com). Darina Allen was chosen as
an interviewee as she is considered a leading expert in the area of food tourism.

Ian Dempsey
Ian Dempsey is CEO of the West Cork Development Partnership (WCDP). The
WCDP is responsible for delivering the Rural Development programme 2007-2010 in
the West Cork area. One of the main objectives of the programme is to encourage
diversification in the rural economy. This is aimed to be achieved by a number of
measures. Among these measures are encouraging the sustainable development of
rural tourism, regenerating rural areas through increased economic activity, and
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supporting the creation and development of businesses in rural areas (West Cork
Development Partnership, 2011). Ian Dempsey was chosen as an interviewee as he is
considered an opinion leader on the topic of regional branding, in particular the
development of West Cork’s Fuchsia brand.

Martin Shanahan
Martin Shanahan is the owner of Fishy Fishy Cafe in Kinsale, Co. Cork and is the
presenter of the television programme "Martin’s Mad About Fish

Martin Shanahan

places a high value on local produce and the Fishy Fishy cafe has recently been
awarded ‘Best Seafood Restaurant in Munster’ by Food and Wine Magazine. Martin
Shanahan is a member of the Kinsale Good Food Circle and Good Food Ireland
(RTE, 201 lb). Martin Shanahan was chosen to be interviewed for this research
project as he is based in Kinsale, and is considered an authority on food tourism in the
area.

3.5.7 Interview Procedure
Initial contact was made with the interview subjects by telephone and e-mail. Time,
date and location were then arranged to conduct the interviews. Permission was
sought to record the interviews. The interviews took place in a relaxed setting, which
allowed for minimum interruptions. The interviews were conducted in a relatively
unstructured manner, in which the interviewer is guided by the responses of the
interviewee (McDaniel and Gates, 1998). A discussion sheet was used to ensure the
interview does not stray off track. Details of the interview settings and copies of the
discussion sheets are available in Appendix A. Probing questions were used, which
Hair et al. (2006) define as questions that result when an interviewer takes the
subject’s initial response to a question and uses it as the framework for the next
question. The interview was continued until each question on the discussion sheet
was answered. The interviewer thanked the respondent and asked if they had
anything that they would like to add to the content.

57

3.5.8 Interview Analysis
The interviews were transcribed immediately afterwards. Copies of the interview
transcripts were sent to the interviewees who had indicated that they would like to
check them for accuracies. Recurrent themes and patterns were drawn from the data.
New insights gleaned from the interviews aided in the design of the questionnaire.
Transcripts of the interviews were kept and are available in Appendix A.

3.6 Quantitative Research
The researcher will also cany out quantitative research. Quantitative research was
deemed most suitable to answer research objectives two and three. Malhotra (1996)
defines quantitative research as a methodology that seeks to quantify data, and usually
applies some form of statistical analysis. McDaniel and Gates (1998) concur with this
view stating that quantitative research methods use mathematical analysis that may
reveal statistically significant differences.

3.6.1 Research Sample
A sample of one hundred visitors, both tourists- those who spend a night in the
country visited, and same-day visitors- those who do not spend a night in collective or
private accommodation in the country visited (Cooper et al. 2008), to the town of
Kinsale will be used. This hopes to answer primary research questions two, three,
four, five and six, which are:
To establish motivations for visiting Kinsale.
To investigate if motivations differ on basis of country of origin.
To investigate if motivations differ in basis of age group.
To discern tourists familiarity with Kinsale as a gourmet food destination.
To establish if tourists will engage in a food-related activity in Kinsale.
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3.6.2 Surveys
Quantitative research will be carried out in the form of surveys. Chisnall (1997)
defines a survey as a method of obtaining specific information about a defined
problem. Zikmund (2003) states that a survey is a method of collecting primary data
in which information is gathered by communicating with a representative sample of
people in a population. Malhotra (1996) agrees with these statements suggesting a
survey is an interview with a large number of respondents using a pre-designed
questionnaire.

Malhotra (1996) suggests a number of advantages to the survey method. Surveys are
simple to administer. The data obtained are reliable as response alternatives are
limited and fixed response questions reduces the results variability. Surveys make the
process of coding, analysing and interpreting data relatively easy. Zikmund (2003)
further believes that surveys are a quick and accurate means of assessing information.
Caldwell and Freire (2004) in conducting research on branding countries, cities and
regions used the survey method in order to ascertain how people rated certain areas
and to collect information on respondents, including age and nationality. De Carlo et
al. (2009) in their research on creating a destination branding strategy for Milan,
examined in the literature review, conducted a face-to face survey of a sample of
visitors, which examined motivations for travelling to the area, perceptions of the
area, knowledge of the attractions available, as well as creating a profile of those
visitors.

The researcher recognises that there are a number of disadvantages to using the
survey method. Malhotra (1996) believes respondents may be unwilling or unable to
provide the desired information, such as reasons for motivational behaviour.
Respondents may also be unwilling to provide sensitive or personal information. The
proper wording of questions may also present difficulties. McDaniel and Gates
(1998) suggest further disadvantages of surveys. Random error may occur which can
result from chance variation. Systematic error can result which is caused by research
design or execution. Population specification error can occur when the incorrect
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definition of the population is chosen. Interviewer error can arise from the
interviewer either consciously or unconsciously influencing the respondent.

3.6.3 Sampling
Tourists and visitors to Kinsale will be used as a target population. Malhotra (1996)
defines a target population as the collection of elements or objects that possess the
information that is sought by the researcher and about which inferences may be made.
Hair et al. (2006) consider sampling as a selection of a small number of elements
from a larger defined group of elements, with the expectation that the information
gathered from the small group will allow judgements to be made on the larger group.
Chisnall (1997) defines a sample as the study of a relatively small number of people
taken from a much larger group, which may be considered as a microcosm of the
population from which it comes. Malhotra (1996) agrees with this suggesting that a
sample may be considered a subgroup of the selected population elements. One
hundred tourists in Kinsale will be used as a sample. Surveys will be undertaken and
distributed to these one hundred tourists in Kinsale during the month of July, 2011.
July was chosen as a sample period as research from the Central Statistics Office
shows that this was the busiest month, after August, in 2008 for overseas visits to
Ireland (Central Statistics Office). August was not chosen due to time constraints for
completion of this study.

This study will use convenience sampling as a sampling method, in which samples are
drawn based on the convenience of the researcher (Hair et al. 2006). Malhotra (1996)
points out that the selection of samples is left primarily to the researcher.
Convenience sampling has a number of advantages as a research method. Hair et al.
(2006) believe that convenience sampling allows large numbers of respondents to be
interviewed in a short time period. Malhotra (1996) further points out that
convenience sampling is the least expensive and least time consuming of the sampling
methods, as well as giving greater access to the sampling units. Both these authors
also stress caution in using convenience sampling. Malhotra (1996) acknowledges
that convenience sampling is not faultless, for example, selection bias may occur.
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Hair et al. (2006) suggest that convenience samples may not be used to generalize a
target population. Convenience sampling will be used for this research study due to
time constraints. McDaniel and Gates (1998) also point out that for the purposes of
an exploratory situation; it is an appropriate method of getting an approximation. The
surveys will be self-administered, with guidance from the interviewer available if
needed.

3.6.4 Planning a Questionnaire
Chisnall (1997) believes that there are five classes of information which surveys
should obtain and offers the following guidelines for planning a questionnaire. These
are;
1. Facts and knowledge. These relate to the present beliefs, perceptions and
present knowledge of respondents in relation to specific products, services or
organisations.
2. Opinions. These are concerned with discovering existing attitudes towards,
for example, products and services, and the strength of these attitudes.
3. Motives. Motives try and uncover underlying types of behaviour in relation to
buying or using certain products and services.
4. Past Behaviour. This aims to discover patterns of consumption of certain
brands or products over specified time periods, which can give an insight into
factors such as brand loyalty.
5. Future Behaviour. Indications of future behaviour can be discovered from
questioning on areas such as levels of satisfaction with existing products and
services.

3.6.5 Designing a Questionnaire
When designing a questionnaire, it is recommended that ordinary, simple language be
used and not ambiguous words (Malhotra, 1996; Chisnall, 1997). A recent Failte
Ireland study indicated that Mainland Europe was the largest overseas market to the
south-west (Failte Ireland 2009c). Therefore, the questions will be phrased in
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everyday, commonly used language. The questionnaire will aim to build a profile of
visitors to Kinsale. Firstly, respondents will be screened to see if they are from the
locality or are visitors to Kinsale. The question will ask; ‘Are you from the Kinsale
area?’

The second question will be asked to determine motivations for visiting Kinsale. An
open-ended style of question will be used. McDaniel and Gates (1998) define an
open-ended question as one which allows respondents to answer in their own words.
Chisnall (1997) suggests that open-ended questions can build up goodwill with the
respondent. The question will ask: ‘What were your motivations to visit Kinsale?’
The respondents will be asked to tick which of the following responses apply:
A. Holiday
B. Business
C. Visiting friends/relatives
D. Other (Please indicate)
These responses were chosen as research shows that these were the main reasons for
overseas and domestic visits to the south-west in 2009 (Failte Ireland 2009a). This
will answer primary research question two.

The next question aims to answer primary research question three. It will try to
determine where the respondent is from. It will ask ‘Where are you from?' Then they
will be asked to choose one of a list of choices. The choices will be as follows;
A. Ireland
B. Mainland Europe
C. Britain
D. North America
E. Other
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These countries were chosen as research by Failte Ireland shows that these were the
predominant markets for tourism in the south-west in 2009 (Failte Ireland 2009a).

The following question will attempt to answer primary research question four, and
determine the age group that the respondent belongs to. A multiple-choice style
question will be asked, which ask respondents to choose from a list of more than two
alternative answers (McDaniel and Gates, 1998). The question will be phrased as
follows: ‘Please indicate which age category you belong to.’ The responses will be as
follows;
Under 19
19-24
25-34
35-44
55-64
65 +

These age brackets were chosen as they are comparable age brackets in a Failte
Ireland study (Failte Ireland 2009a).

The next question will determine if the respondent has visited Kinsale before. To
answer this, a dichotomous question will be used. McDaniel and Gates (1998) define
a dichotomous question as a question which asks respondents to choose one of two
answers. The question will be phrased as follows: ‘Have you visited Kinsale before?’
There will be two responses; Yes or No.

The next question will answer primary research question five. It will attempt to
discern if the respondent’s awareness of Kinsale’s reputation as a gourmet food
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destination. A fixed-alternative question style will be used, which Zikmund (2003)
defines as a question in which the respondent is asked to choose from specific, limited
alternative responses, the closest choice to their own view-point. The question will be
asked as follows: ‘Does food play a role in your choosing a holiday destination? The
responses will be as follows;

A. Yes
B. No
If the answer is A the respondent will be asked to proceed to the next question. If the
answer is B, the respondent will be asked to skip the next question.

The next question will attempt to ascertain whether or not Kinsale's reputation as a
gourmet food centre played a role in the respondent’s choosing Kinsale as a holiday
destination. In order to answer this, an itemized rating scale will be used. McDaniel
and Gates (1998) define itemized rating scales as scales where there is a limited
selection of ordered categories from which the respondent selects an answer. In order
to carry out this research, a Likert Scale will be used, which Zikmund (2003)
describes as a measure of attitudes designed to allow respondents to rate how strongly
they agree or disagree with carefully worded statements, which range from very
positive to very negative attitudes toward a certain object. The question will be
phrased as follows;

Please indicate your agreement with the following statement:
Kinsale’s reputation for food played a role in choosing it as a holiday destination.
The responses will be as follows;
a. Strongly agree
b. Agree
c. Are uncertain
d. Disagree
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e. Strongly disagree

The following question will attempt to ascertain why Kinsale was chosen as a holiday
destination if food was not a motivating factor. The choices will include: scenery and
culture and history, based on a Failte Ireland Visitor Attitude Survey (Failte Ireland
2011), walking, cycling and golf, sourced from Failte Ireland as top activities for
overseas visitors to Ireland (Failte Ireland 2009b), as well as and convenience and
Ireland being an English speaking destination, indicated as top reasons for domestic
holidaymakers (Failte Ireland 2010). The question will be phrased as follows:

Please indicate if any of the following played a role in your choosing Kinsale as a
holiday destination:
A. Scenery
B. Culture and History
C. Walking
D. Cycling
E. Golf
F. Convenience
G. English Speaking

The next question will ascertain whether or not the respondent will engage in a food
related activity while in Kinsale. This will answer primary research question six. The
question will be asked as follows: Please indicate if you will engage in any of the
following while in Kinsale:

a. Dining in a local restaurant.
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b. Visiting a food producer.
c. Buying food to take home as gifts.
d. Activities such as angling or fishing.
e. Cookery courses
f

Food festivals

These options were chosen as Hall et al. (2003) define food tourism as visitation to
primary and secondary food producers, food festivals, restaurants and specific
locations for which food tasting and/or experiencing the attributes of a specialist food
production region are the primary motivating factors for travel, as well as the
abundance of farms, cookery schools, market stalls and artisan food shops available in
Ireland (Failte Ireland 2009b). Tikkanen (2007) considers agri-tourism and the sale of
food as souvenirs as a part of food tourism. Kinsale is one of Ireland’s best sea
angling locations (Iireland.com, 2011).

The questionnaire will be administered by personal interview, which Malhotra (1996)
describes as a situation in which the respondents can see the questionnaire and have
face to face interaction with the interviewer. The questionnaire will be distributed to
one hundred tourists in Kinsale. A copy of the survey is available in Appendix B.

3.6.6 Pre-Testing
A pilot test of the questionnaire will be carried out to determine if the research
objectives are being met. Pre-testing the questionnaire will identify and eliminate
potential problems and ensure all questions asked are relevant (Malhotra, 1996;
Chisnall, 1997 and McDaniel and Gates, 1998).

3.6.7 Quantitative Data Analysis
Data analysis begins after the data has been collected (Zikmund, 2003). McDaniel
and Gates (1998) suggest that data analysis begins with validation, which they
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describe as making sure that the interviews were carried out as specified and that the
questionnaires were properly completed. Hair et al. (2006) further point out that the
interviews and surveys should be free from bias. They argue that to ensure validation
the following criteria should be met: making sure the people were actually
interviewed, that a proper procedure was followed, such as data being collected in a
specific place and that all the respondents were qualified to take part, and that all the
questions were answered. To ensure compliance with these criteria, the researcher
interviewed only tourists and visitors to Kinsale, and ensured all questions on the
questionnaire were answered.

The next step in data analysis is editing, which Malhotra (1996) suggests is the
process of reviewing the questionnaires in order to increase accuracy and precision,
and consists of screening questionnaires to eliminate illegible, incomplete,
inconsistent or ambiguous responses. Malhotra makes a number of suggestions in
response to unsatisfactory answers. These include; returning to the field where
respondents are re-contacted, assigning missing variables, if, for example, the number
of respondents with unsatisfactory answers is small and discarding unsatisfactory
answers, if the sample size is large and the number of unsatisfactory answers low.
Returning to the field is not suitable for this research project, however, as the original
tourists will not be available to be re-interviewed. Assigning missing variables may
be manageable for this research project, if, for example, the missing answer is a non
key variable. Discarding unsatisfactory answers may also be workable for this
research if the number is low.

The following step in the data analysis process is coding, which may be defined as
grouping and assigning values, usually numbers, to the various responses (Hair et al,
2006) from the questionnaire. McDaniel and Gates (1998) maintain that most
questions on questionnaires are closed-ended, meaning numeric values have been
assigned to the various responses already. In this questionnaire, for example, the
values one and two will be assigned to answers ‘Yes’ and ‘No’, respectively.
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The data will then be transcribed, and will be checked for errors, such as
inconsistencies. Certain data may be logically inconsistent and are inadmissible
(Malhotra, 1996). Once the data are free of errors, the data may be tabulated
(McDaniel and Gates, 1998). Tabular and graphic representations will be used for
this research project. Zikmund (2003) believes that the purpose of tables and graphs
is to allow data’s meaning to be summarized and communicated, and suggests that
there are a number of common forms for presenting the data, such as bar charts and
pie charts. Bar charts will be used to present the findings of this research, as Zikmund
(2003) suggests that graphic aids such as tables and charts may help in clarifying
points or emphasizing messages.

3.6.8 Summary
This chapter outlined how the primary research methods, both qualitative, in the form
of depth interviews, and quantitative, in the form of surveys, will be carried out.
Chapter four will present the findings of the qualitative research and provide an
analysis of the results. Chapter five will show the quantitative research findings and
present an analysis of these findings.
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Chapter Four - Qualitative Research Findings and
Analysis
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4.0 Introduction to Qualitative Research Findings and Analysis
This chapter will present the findings of the qualitative research that was undertaken
in the form of depth interviews. The interview participants were Darina Allen, Ian
Dempsey and Martin Shanahan. The qualitative research was undertaken to answer
the first primary research question of gaining expert local opinions on food tourism in
Ireland.
Recurring themes and ideas will be examined. The findings will be presented under
the following headings:
•

How food tourism in Ireland has in the past not been given priority as a sector
and Ireland’s traditionally held inferiority complex in relation to food.
Ireland’s ability to produce among the best food offering in the world.
How branding a region must authentically reflect the place.
The necessity of supporting and giving credit to local producers.
The necessity of stakeholder support and the role a visionary can play.
Food tourism as elitist.
Kinsale as a food tourism destination.
The potential for other destinations to create a food tourism destination.
The potential of food tourism to play a role in Ireland’s economic recovery.

4.1 How food tourism in Ireland has in the past not been given priority as a
sector and Ireland’s traditionally held inferiority complex in relation to food
The concept of how food tourism has traditionally not been given serious attention as
an economic sector emerged during the interviews. The point of view was expressed
that it is only within the last twenty or twenty-five years that Ireland has been taken
seriously as a food destination. The possibility of Ireland not having been
traditionally associated with food as a reason for this was explored. Darina Allen
expressed the view that it is only in recent years that food tourism has been seriously
promoted in Ireland. She also suggested that:
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We as a country have a sort of inferiority complex in relation to our food and it took a
long time to shake it off. We felt that everything in the UK or America had to be
better. It took many articles written by food journalists telling us about the
experiences with good food they had for the penny to drop. 1 knew it and several
other people knew it. It took a long time for the powers that be to believe it.
Martin Shanahan expressed a similar view:
Because we ’re Irish I think we 're not great at taking compliments. You know the
French are better at it and the Italians the same. But how will that come? It will
come over time I think; we are getting better at it. We are appreciating what’s
around here and we ’re using it, we 're championing it, and people want to know.
These opinions expressed by the interviewees support findings from Kinney (20032008), who, in the account Culinary Odyssey explored in previous chapters, tells of
how Ireland developed an apathy about food after the famine, and for many years no
great importance was attached to the food scene, but how at the turn of the 21^*
century, Irish cuisine was recognised as sophisticated and refined.

4.2 Ireland's ability to produce among the best food offering in the world
The suggestion that Ireland has the ability to produce the best food in the world and
needs to market this was a common theme throughout the interviews. Martin
Shanahan maintained that Ireland has the best of food to offer. Darina Allen, in
particular, championed Ireland’s ability to be a leading food tourism destination:
We can do it much better than others, we can produce the best food in the world, and
I know that from people coming here and tasting our food.

We have traditionally a

green image and that’s a very important marketing tool.
This supports research by Cotter (2011) explored in the introductory chapter who
suggests that Ireland’s green and natural image is a major marketing asset in
promoting Irish food at home and abroad. Findings from the Food Harvest 2020
report, also explored in the introductory chapter, suggest that highlighting Ireland’s
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environmental credentials as a low-carbon food producer, as well as its traditional
association with the colour green as being critical to marketing Irish food (Department
of Agriculture, Fisheries and Food).
Darina Allen acknowledged the role played by organisations such as Good Food
Ireland, whose members are made up off all the people involved in the food
production process.

4.3 How branding a region must authentically reflect the place
The topic of regional branding was explored in the interviews. Ian Dempsey gave his
views on the development of West Cork’s Fuchsia brand and on why it was decided
to brand West Cork as a separate region:
It was seen as being a way of leveraging the economic value of the region. The brand
was created to communicate certain characteristics and values. It was about
capturing the identity of West Cork as a region.
The possibility of other destinations in Ireland using regional branding was also
explored. Findings from this interview suggest that this is possible, but only if there
is actually something to brand.
It depends on whether they have a proposition to back it up. We were working with
strengths we had within the region. Some areas don’t have the starting point that the
West Cork area had. There ’s a point that’s always made about destination marketing
and it’s the notion of 'is there a 'there ’ there? Is there a hook? A lot of areas that
come to talk to us about doing it in other places, they completely miss the point about
what they are branding. Ifyou don 7 have it you can 7 invent it.
Ian Dempsey maintained that there is a constant need to keep the brand in the mind of
the consumer, to remind them of what it stands for. He was of the belief that there is
high awareness both nationally and internationally of what the Fuchsia brand stands
for, with requests for information coming from Russia, Australia and all over Europe,
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but also acknowledged that there are probably many local people who do not know
about the Fuchsia brand.
Authenticity in relation to a region’s food offerings was also discussed in the
interviews. Darina Allen expressed the opinion that when people visit a place, they
find what they are expecting. She also suggested every menu should refleet the
locality:
Every menu should reflect the place you are. It would be lovely if there was at least
one piece of cheese or bacon that has been produced locally so that people could get
a taste of that place as they go around the country, because it's deadly boring to get
the same food in one part of the country as another.
Martin Shanahan expressed the view that tourists want to experience local, authentic
food when on holiday:
People don't want to come from places like Australia or Canada and be served
kangaroo. We need to educate ourselves about our region and what’s good in our
region, what’s special to your area, because that's what people go for. If I'm in a
town in the Midlands, and there 's great pork, then that's what I'm having, I'm having
what's local to the area.
Ian Dempsey was of much the same opinion in regards to authenticity:
/ just feel that people travel on holidays to different places because they want to
experience something different. Often times when they go out they want to experience
the area they are visiting and food is a very important part of that. In many places in
Ireland simply enough hasn’t been done to address it.
This supports findings by Chang et al. (2011) who believe that tourists are concerned
with the authenticity of the local food and it should be a true experience of local
dining.
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4.4 The necessity of supporting and acknowledging local producers
Throughout the interviews, the idea of giving credit and support to the local producers
was recurrent. Darina Allen made the point of how in France, when entering certain
villages, there are signposts indicating that a famous product, such as cheese or meat
has been produced there. This makes it easier for food tourists travelling around the
country to see what is on offer in different regions. She suggested that Ireland needs
to be proud of its local food producers by adopting an advertising concept such as
this:
If we want to have really good food tourism offerings, people need to buy from their
local producers, they need to pay them properly, and put their names on the menu and
give them credit for what they are doing. We have a sort ofpatriotic duty to do that
for the sake of food in Ireland.
Ian Dempsey also acknowledged the need to give credit to local producers, believing
that the individual identity of the producer is very important in linking back to a
location. He cited the example of how a lot of places in West Cork use place names,
such as Gubbeen, Durrus and Bandon, and how they give a physical connection to a
place.
Martin Shanahan expressed much the same view in regards supporting local
producers and putting a physical connection to the menu:
In the restaurant we have all our fishermen in the menu and we champion them. The
people can get a connection with it, and that’s what people want. I think it's
important that you have pride in and give exposure to the local food heroes as well;
people who do the simplest things, where local people mightn’t appreciate it, but
people who come in think it's magic.

4.5 The necessity of stakeholder support and the role a visionary can play
Research from the literature review suggests that stakeholder support and involvement
is critical in marketing any region and the focus should be on turning local residents
74

and businesses into ambassadors for the area (Morgan et al, 2003; Vasudevan, 2008;
Ryan and Silvanto, 2009; Cascante et al, 2010; Hospers, 2010; Haukeland, 2011).
This theme was also recurrent throughout the interviews. Martin Shanahan expressed
his belief that one of Kinsale’s main advantages was the fact that it is a tradition in
Kinsale for individual businesses to work together:
We all work together, we put on festivals, we put on the gourmet festival, and we put
on the chowder competition. The key is to get people into town, we all have to
compete with each other for the business, but collectively we all work well together.
Fishy Fishy might be well known, but Kinsale is a much bigger brand than that, and I
know that. I would much prefer to promote Kinsale as number one because then the
chances are that 'x ’ amount of them will come here then as well.
Ian Dempsey also suggested that the stakeholders in Kinsale work well together.
Kinsale is interesting; they are tuned into the idea of dining. They understand the
idea that the food offering is something they need to focus on. They will actually go to
things like the BBC Good Food Show and consumer events overseas and will do that
collectively. The first point they will make is to get someone into Kinsale in the first
place and once they are in you try and compete for the spoils.

4.6 Food tourism as elitist
During initial research into the subject of food tourism, there emerged a concept of
food tourism as being elitist. Hjalager and Richards (2002) believe that some people
may undertake a food related holiday to promote their societal standing. Gyimothy
and Mykletun (2009) suggest that gastronomy is an expressive form of art and
culinary products and dining may be considered fashion accessories to enhance or
express consumer identities. When this concept was approached in the interviews,
these opinions were not agreed with.
Darina Allen believed that good food is accessible to everyone, maintaining that food
tourism ranges from a sandwich in a pub right up to fine dining, citing how the hottest
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new movement in food at the moment in ‘truck’ food, which is people making
burgers, fish and chips and fajitas, using the best of ingredients and producers.
Martin Shanahan suggested that it is just a matter of educating people about what food
tourism actually is, as it hasn’t been done much before.
We don’t have an appreciation of good food, we ’ll spend 20 euro on drink, why not
spend 30 euro on a wonderful experience eating food? It’s a hard sell. It’s seen as
elitist I think because people have no knowledge of it.
These views contrast with those expressed in previous chapters by Walsh (2008), who
argues that food tourism is not realistically attainable for many people.

4.7 Kinsale as a food tourism destination
The interviewer sought insights into Kinsale’s reputation as a gourmet centre from
Martin Shanahan. He believed that the first thing outsiders think about in relation to
Kinsale is food. He maintained that Kinsale is not just a gourmet capital, but that
food is still the town’s number one product:
/ would say straight out that Kinsale isn’t the gourmet capital of Ireland, there are
higher standards in Dublin, for instance, but for the size of the town, it is a Mecca for
food.
He suggested that Kinsale’s success may be credited to the wide choice of eating
houses, which cover all ranges. Martin Shanahan also believes that factors such as
proximity to Cork City, and the fact that Kinsale is a holiday town with a relaxed
ambience give them an advantage.
Darina Allen acknowledged Kinsale’s success at marketing itself as a food
destination. Ian Dempsey was also of the opinion that Kinsale is thought of as a food
capital of Ireland. He pointed out that Kinsale’s success may be credited in part to its
proximity to the airport and Cork City. He also suggested that local champions such
as Martin Shanahan have huge value in terms of raising awareness. This concurs with
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research by Teagasc, explored in the introductory chapter, which suggests that a
celebrity link may be a key in promoting food tourism destinations (Bord Bia 2009).

4.8 The potential for other destinations to create a food tourism destination
The question was raised during the interviews about whether other destinations could
possibly operate as food tourism destinations. Martin Shanahan believed it could be
done, if people were willing to work together to make it happen.
It could be done all round. But other places who don’t have the scenery like Kinsale,
but they have other things, and those people need to champion what they have.
Sometimes it’s very hard to duplicate. Ifyou see comparisons, then you take them,
hut you can’t clone it.
Ian Dempsey was also of the opinion that it is up to the people from the area to make
it happen for themselves, and also of the necessity of having a visionary, such as
Martin Shanahan in Kinsale, to establish common ground. He suggested that
somewhere like Kenmare in Co. Kerry may be a better food destination than Kinsale.
Darina Allen suggested that local areas manufacture a booklet or brochure of good
places to eat in the area, including all the butchers and bakers as well as offering
tourists the opportunity to visit the producers.

4.9 The potential of food tourism to play a role in Ireland’s economic recovery
The subject of Ireland’s economic difficulties and whether or not food tourism could
play a part in helping the country out of recession was also explored. Darina Allen
maintained that food could play a major role in this:
Food is enormously important, food is our future in Ireland, and there is no question
or doubt about that. We are an island nation on the edge of Europe, 400 million
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affluent people looking for food, real food, and pure food. Ireland has that in spades
because of our soil, our water and we have a long growing season.
Ian Dempsey expressed the belief that food is very topical in Ireland at the moment,
and that food production may be where the economic opportunities will lie in the
future. He cited the fact of how agricultural and horticulture is back in vogue, and
how agricultural colleges are full at the moment:
There is opportunity in economic terms to supply and connect much more with what
we produce within the local market. There’s a real opportunity and some areas will
do that very well.
He also suggested that if Ireland were to be far smarter about the scale and quality
about what it produces, it would create jobs and economic opportunities in many
areas. Martin Shanahan asserted that there is enormous potential for food-related
tourism in the areas of food tours, in for example, Cork City’s English Market.

4.10 Summary
This chapter showed that there were recurring themes and ideas expressed by the
interviewees. There was a consensus on the notion that while Ireland may in the past
have had an inferiority complex in relation to food, this is now changed. Chiefly
among the findings are Ireland’s potential to capitalise on its unique natural resources
to grow food tourism as an industry, the necessity of having the support of all
stakeholders, and the need for authenticity. These findings coincide with research
explored in the literature review. In contrast to views uncovered in the literature
review, all interviewees believed that the concept of food tourism was not elitist, but
what is needed is education on the topic. The role a visionary could play in
promoting an area was highlighted, and there was also agreement that there was much
potential for regions to exploit food tourism as an economic entity.
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4.11 Limitations
The researcher acknowledges that there were a number of limitations in carrying out
these interviews. The expertise and skill of the researcher in the context of carrying
out the depth interviews was limited, in, for example, trying to keep the discussion on
the pre-designated topics and questions. The interviews took place on weekdays,
meaning that all interviewees had to return to their workplace after a limited amount
of time.
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Chapter Five - Quantitative Research Findings and
Analysis
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5.0 Introduction to Quantitative Research Findings and Analysis
This chapter outlines the findings of the one hundred surveys distributed to
tourists and visitors in Kinsale during the month of July, 2011. The surveys were
self-administered, with the help of researcher when it was needed. This chapter
also includes an analysis of the findings. The findings and analysis are used to
answer the following research questions:
To establish motivations for visiting Kinsale.
To investigate if motivations differ on basis of country of origin.
To investigate if motivations differ on basis of age group.
To discern tourists familiarity with Kinsale as a gourmet food destination.
To establish if tourists will engage in a food-related activity in Kinsale.

5.1 Survey responses
The results of the survey are presented in the form of bar charts. A screening question
was first asked to determine if the respondent was from the Kinsale area. If the
answer was 'No’ the survey proceeded. Figures 5.1.1 to 5.1.9 represent the collective
responses of the one hundred tourists surveyed.
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5.2 Analysis of Collective Findings
The following sections will analysis the collective findings of the surveys that were
distributed.

5.2.1 Motivations for Visit Analysis
Research by Failte Ireland indicted that the primary motivations for all visits to the
south-west are: holiday, business, visiting friends and relatives and other (Failte
Ireland 2009a). Figure 5.1.1 shows that 89 per cent of those surveyed indicated they
were on holiday, 10 per cent chose visiting friends and relatives as an option for
visiting, while one per cent chose ‘Other’. The option of business as a motivating
factor was not chosen by any of the respondents, however. This contrasts with
findings from the research methodology chapter which indicate that business was a
motivating factor for some tourists to the south-west( Failte Ireland 2009a).
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5.2.2 Place of Origin Analysis
Research by Failte Ireland explored in the research methodology chapter shows that
the largest overseas market to the south-west was Mainland Europe (Failte Ireland
2009c). This is in line with the findings of the surveys distributed, outlined in Figure
5.1.2 which shows that 22 per cent of visitors from overseas came from Mainland
Europe. Figure 5.1.2 also indicates that 13 per cent of visitors to Kinsale were from
Britain, followed by nine per cent from North America. This is also in agreement
with findings from Failte Ireland research (Failte Ireland 2009a). Figure 5.1.2 shows
that 49 per cent of the tourists interviewed in Kinsale were from Ireland, which
mainly concurs with findings from Failte Ireland research which indicated that Irish
residents accounted for more than half of all holidays to the south-west (Failte Ireland
2009a). The survey also discovered that of the seven per cent who chose ‘Other’ as a
place of origin option, four per cent came from Australia and three per cent were from
Latvia.

5.2.3 Age Category Analysis
Of the tourists surveyed, two per cent were under the age of 19, seven per cent were
in the 19-24 age bracket, 12 per cent in the 25-34 age bracket, 15 per cent in the 35-44
bracket, 17 per cent in the 45-54 category, 25 per cent in the 55-65 category, and the
remaining 22 per cent fell into the 65+ age category, outlined in Figure 5.1.3.

5.2.4 Repeat visits
Figure 5.1.4 outlines that 51 per cent of survey respondents indicated that they had
visited Kinsale before, while 49 per cent were first time visitors.

5.2.5 The role of food in choosing a holiday destination and Kinsale’s reputation
as a food destination as an influencing factor
Of those surveyed, 43 per cent said food played a role in their choosing a holiday
destination, while 57 per cent said it did not, outlined in Figure 5.1.5. The fact that 57
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per cent of overall tourists surveyed expressed little interest in food is in line with
findings from Henderson (2009) who suggests that many tourists may have little
interest in food. Figure 5.1.6 shows that of those 43 per cent of people who indicted
that food played a role in choosing a holiday destination, over 30 per cent strongly
agreed that Kinsale’s reputation as a gourmet food destination played a role in
choosing it as a holiday destination, while almost 35 per cent agreed, almost 21 per
cent were uncertain, almost 14 per cent disagreed and nobody strongly disagreed.

5.2.6 Influencing factors in choosing Kinsale as a holiday destination
Research by Failte Ireland shows that the primary motivating factors for overseas
visits to Ireland are scenery, culture and history (Failte Ireland 2011) walking,
cycling, golf (Failte Ireland 2009b) and for domestic holidaymakers, convenience and
English speaking were top motivating factors (Failte Ireland 2010). Figure 5.1.8
shows that 85 per cent of visitors listed scenery as a motivating factor to visit Kinsale,
55 per cent stated that culture and history played a role, 41 per cent choose walking as
a motivating factor, only one per cent chose cycling, while two per cent listed golf as
an influencing factor. Convenience was cited by 27 per cent of respondents as an
influencing factor, while 34 per cent indicated that Kinsale being an English speaking
location was an influencing factor.

5.2.7 Breakdown of age categories of those who expressed an interest in food
Figure 5.1.7 shows that the importance of food increases in line with age. This is in
line with findings from Bord Bia (2009) who suggest that a key demographic with an
interest in food are those in the 35-64 age profile.

5.2.8 Food related activities engaged in while in Kinsale
Figure 5.1.9 shows that 85 per cent of surv^ey respondents indicated that they would
dine in a local restaurant while in Kinsale. This concurs with findings from Franch et
al. (2008) who found that 80 per cent of summer visitors to the Dolomites in Italy
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indicated their intent to dine in a local restaurant. Eleven per cent indicated their
intent to visit a food producer, while 33 per cent stated that they would buy food to
take home as gifts. This again concurs with findings from Franch et al. (2008) who
found that 40 per cent of tourists to the Dolomites purchased locally produced food.
Eight per cent indicated that they would engage in activities such as fishing or
angling, with three per cent citing interest in participating in a cookery course.
Eighteen per cent of respondents expressed an interest in visiting a food festival if it
was taking place. These responses are in line with what Hall et al. (2003) define food
tourism as, that is: visitation to primary and secondary food producers, food festivals,
restaurants and specific locations for which food tasting and/or experiencing the
attributes of specialist food production region are the primary motivating factors for
travel. Ireland and the south-west also have an abundance of farms, cookery schools,
market stalls and artisan food shops (Failte Ireland 2009b). Kinsale has a reputation
as one of Ireland’s best sea angling locations (Ireland.com, 201 1).

5.3 Findings from Domestic Respondents
Forty-nine per cent of the survey respondents were from Ireland. The following bar
charts represent their responses:
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5.3.7 Domestic Market Analysis
Figure 5.3.1 outlines that the primary age categories for domestic tourists to Kinsale
are 55-64 and 65+, with almost 31 per cent in each category. The next highest
category is 45-54, representing over 16 per cent of the domestic market, followed by
35-44, which had over 12 per cent. The 25-34 age bracket represents over eight per
cent of the market, with the 19-24 category having just over two per cent.

Over 53 per cent of respondents indicated that food played a role in choosing a
holiday destination, while over 46 per cent said it did not, outlined in Figure 5.3.2.
Figure 5.3.4 shoes that of the almost 53 per cent who chose the '’yes' option, over 46
per cent strongly agreed that Kinsale's reputation for food played a role in choosing it
as a holiday destination, while over 34 per cent agreed, over 15 per cent were
uncertain, and almost four per cent disagreed.

Figure 5.3.3 shows that for the domestic market it is the 55-64 category, which
accounts for over 30 per cent, that predominantly has an interest in food. This is
followed by 35-44 and 45-54 age groups, with over 15 per cent each.

Figure 5.3.5 shows that almost 83 per cent cited scenery as an influencing factor for
choosing Kinsale, while just over 51 per cent chose culture and history as an
influencing factor. Over 40 per cent cited walking as an influencing factor, while just
over two per cent chose golf. Thirty-six per cent of domestic respondents cited
Kinsale being an English speaking destination as being a motivating factor, while
over 40 per cent cited convenience as a motivating factor.

Figure 5.3.6 shows that over 81 per cent of domestic respondents cited their intent to
dine in a local restaurant, with just over six per cent intending to visit a food producer.
Thirty-four per cent indicated that they would buy food to take home as gifts, with
over four per cent intending to participate in activities such as fishing or angling. Just
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over two per cent stated their intent to take part in a cookery course while in the
Kinsale area, and over 19 per cent expressed interest in a food festival if it were
taking place.

5.4 Findings of Mainland European Respondents
Twenty-two per cent of survey respondents came from Mainland Europe. Their
responses are shown in the following bar charts:
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5.4.7Analysis of Mainland European Market
Figure 5.4.1 shows that the largest age categories for the Mainland European market
were 25-34 and 45-54, each representing over 27 per cent of respondents. The second
largest was the 55-64 age bracket which represented 22.72 per cent of the market,
followed by 19-24 and 35-44, representing over nine per cent each. The under 19 age
bracket represented 4.5 per cent.

When asked if food played a role in choosing a holiday destination, almost 41 per cent
stated it did, with just over 59 per cent stating it did not, outlined in Figure 5.4.2.
Figure 5.4.3 shows that of the nearly 41 per cent of the market who chose ‘yes’, 11.1
per cent strongly agreed that Kinsale’s reputation for food played a role in choosing it
as a holiday destination, while 44.4 per cent agreed. Over 33 per cent were uncertain
about the role which Kinsale's reputation for food played, with 11.1 per cent stating
they disagreed that it was a motivating factor.
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Figure 5.4.4 illustrates that the 35-44, 45-54 and 55-64 age groups accounted for 25
per cent each of those with an interest in food. The under 19 and 25-34 age categories
accounted for 12.5 per cent each.

Figure 5.4.5 illustrates that over 81 per cent of the Mainland European market stated
that scenery was a motivating factor in choosing Kinsale as a holiday destination, with
over 45 per cent stating that history and eulture played a role. Over 36 per cent chose
walking as an influencing factor, and 4.5 per cent chose cycling. Golf was an
influencing factor for 4.5 per cent, with 13.6 per cent citing convenience as
influencing their decision to visit Kinsale. The fact that Kinsale is an English
speaking destination was cited by over 27 per cent of the Mainland European market
as being an advantage.

Figure 5.4.6 outlines that over 63 per cent of Mainland European respondents stated
their intent to dine in a local restaurant while they were in Kinsale, with 4.5 per cent
intending to visit a food producer. Almost 32 per cent intended to buy food to take
home as gifts, with over 18 per cent citing their intent to undertake activities such as
fishing or angling. Over nine per cent expressed interest in attending a food festival if
one were taking place.

5.5 Findings from British Market
Thirteen per cent of survey respondents were from Britain. The following bar charts
represent their responses:
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5.5.7 Analysis of British market
Figure 5.5.1 illustrates that the largest age category for the British market was 65+
representing over 38 per cent, followed by 55-64 age category representing over 23
per cent. Both the 35-44 and 45-54 age brackets represent over 15 per cent each, with
the 19-24 and 25-34 age brackets representing over 7 per cent each.

Figure 5.5.2 shows that of the British respondents, over 38 per cent cited food as an
influencing factor in choosing a holiday destination and over 61 per cent citing that it
is not. Figure 5.6.3 shows that of those who said food was important 20 per cent
agreed that Kinsale’s reputation for food played a role in their decision to visit, while
a further 20 per cent were uncertain. Sixty per cent of the respondents disagreed that
Kinsale’s reputation for food influenced their decision to visit.

Eighty per cent of the British market who indicated that food was important was in
the 65+ age category. The remaining 20 per cent were in the 45-54 age group.
Figure 5.5.5 shows that 100 per cent of respondents stated scenery was a motivating
factor in visiting, with almost 77 per cent citing history and culture as a reason for
visiting. Over 38 per cent stated walking was an influencing factor, with over 23 per
cent stating it was convenient and over 30 per cent indicating that being an English
speaking location was an advantage.

One hundred per cent of respondents stated their intent to dine in a local restaurant,
and over 15 per cent said they would visit a food producer, outlined in Figure 5.5.6.
Over 30 per cent indicated they would buy food to take home as gifts, and 7.6 per cent
saying they would undertake activities like angling or fishing. A further seven point
six per cent stated they would participate in a cookery course while in the area, and
over 23 per cent expressed interest in visiting a food festival if one were taking place.
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5.6 Findings of North American Market
Nine per cent of survey respondents were from North America. The following bar
charts outline their responses:
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5.6.7 Analysis of North American Market
The largest age category for the North American market is 35-44, representing over
44 per cent of all respondents shown in Figure 5.6.1. This is followed by the 55-64
age category, which represents 22.2 per cent of respondents. The under 19, 45-54 and
65+ brackets represent over 11 per cent each.

Figure 5.6.2 shows that 11 per cent of respondents stated food played a role in
choosing a holiday destination, while 89 per cent said it did not. Of those who said
food was important. Figure 5.7.3 shows that 100 per cent agreed that Kinsale’s
reputation for food played an influencing role in their choosing to visit.

Figure 5.6.4 illustrates that 100 per cent of the North American market that indicated
food was important were in the 65+ age category.

106

One hundred per cent of respondents stated that scenery was an influencing factor in
their choosing to visit Kinsale, with over 88 per cent stating culture and history was
important, outlined in Figure 5.6.5. Over 33 per cent said walking was important.
Over 22 per cent believe Kinsale is conveniently located and over 44 per cent cited
the fact that it is an English speaking destination as being important.

Figure 5.6.6 illustrates that over 77 per cent indicated their intent to dine in a local
restaurant while in Kinsale and over 33 per cent intended to visit a food producer.
Over 33 per cent stated their intent to buy food to take home as gifts, with over 11 per
cent expressing interest in attending a food festival if one were on.

5.7 Findings of the Australian Market
Seven per cent of respondents surveyed indicated that they were from the ‘Other’
category. Of this four per cent were from Australia and three per cent were from
Latvia. The Australian market will be described first. The following are bar chart
representations of their responses:
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5.7.7 Analysis of Australian Market
In the Australian market, the age brackets of 19-24, 45-54, 55-64 and 65+ all
represented 25 per cent each, shown in Figure 5.7.1.

Figure 5.7.2 shows that 25 per cent said food played a role in choosing a holiday
destination, while 75 per cent said it did not. Of those who said food was important,
100 per cent disagreed that Kinsale's reputation for food played a role in choosing it
as a holiday destination, outlined in Figure 5.8.3.

Figure 5.7.4 shows that for the Australian market 100 per cent of those who expressed
an interest in food were in the 65+ age category.

One hundred per cent of the Australian market stated that scenery was an influencing
factor in choosing Kinsale as a holiday destination, with 75 per cent citing culture and
history as being important, shown in Figure 5.7.5. Convenience and Kinsale being an
English speaking location each had 25 per cent as an advantage.

Figure 5.7.6 illustrates that 100 per cent of the Australian visitors indicated their
intent to dine in a local restaurant.

5.8 Findings of the Latvian Market
Of the seven per cent ‘Other’ market, 3 per cent came from Latvia. Their responses
were as follows:
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5.8.7 Analysis of Latvian Respondents
Over 66 per cent of the Latvian respondents were in the 19-24 age category and over
33 per cent in the 25-34 category, shown in Figure 5.8.1.

Figure 5.8.2 shows that greater than 33 per cent of the respondents indicated that food
played a role in choosing a holiday destination, while over 66 per cent indicated it did
not. Of those who said food played a role, 100 per cent were uncertain whether
Kinsale’s reputation for food played a role in their choosing it as a holiday
destination, outlined in Figure 5.8.3.

Figure 5.8.4 shows that for the Latvian market, those who expressed an interest in
food were all in the 25-34 age category.

Figure 5.8.5 shows that over 33 per cent of respondents said that scenery played a role
in choosing to visit Kinsale, while over 33 per cent indicated that culture and history
was important. One hundred per cent cited walking in Kinsale as being an advantage,
and over 33 per cent stating Kinsale being an English speaking location was an
advantage.

Over 33 per cent of respondents indicated they would dine in a local restaurant, and
over 33 per cent said they would visit a food producer, illustrated in Figure 5.8.6.
Over 66 per cent intended to buy food to take home as gifts, and a further 33 per cent
said they would undertake activities such as fishing or angling. Thirty-three per cent
indicated they would take part in a cookery course and 33 per cent expressed interest
in attending a food festival if one were taking place.

115

5.8.8 Summary
The largest markets for visitors to Kinsale are Ireland, Mainland Europe, Britain,
North America, Australia and Latvia, respectively. The largest age categories were
the 55-64 and 65+ groups. For 57 per cent of the total respondents, food played a role
in choosing a holiday. Over 30 per cent of respondents strongly agreed that Kinsale’s
reputation for food played a role in choosing it as a holiday destination, while over 34
per cent strongly agreed. The importance of food increases in line with age. For 85
per cent of respondents, scenery was an influencing factor for visiting, followed by
culture and history, walking, and Kinsale being an English speaking destination.
Eighty-five per cent of the respondents indicated they would dine in a local restaurant
while in Kinsale, while 33 per cent intended to buy food to take home, and 18 per cent
expressed an interest in attending a food festival.

In the Irish market, the largest age categories were the 55-64 and 65+ groups. For
over 53 per cent of respondents, food played an important role. The 55-64 age
category expressed the greatest interest in food, followed by 35-44 and 45-54 groups,
with over 46 per cent strongly agreeing that Kinsale’s reputation for food played a
role in choosing to visit. Over 82 per cent indicated that scenery was an influencing
factor in choosing to visit Kinsale and over 81 per cent intended to dine in a local
restaurant, and 34 per cent intended to buy food to take home.

The 25-34, 45-54 and 55-64 age groups dominated the Mainland European markets.
Almost 60 per cent said food was not important. Of those who said food was
important almost 45 per cent indicated Kinsale’s reputation for food played a role in
their choosing a holiday, and of these most came from the 35-44, 45-54 and 55-64 per
cent age categories. Over 81 per cent cited scenery as being important, followed by
culture and history, and walking. Over 63 per cent indicated their intent to dine in a
local restaurant and greater than 31 per cent intended to purchase food to take home.
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The dominant age group in the British market was the 65+ category, with over 38 per
cent indicating food was important. Over 61 per cent disagreed that Kinsale’s
reputation for food influenced their choice to visit. Scenery was cited by 100 per cent
of respondents as being an influencing factor, followed by culture and history and
walking. One hundred per cent cited their intent to dine in a local restaurant.

For the North American market the dominant age categories were the 35-44 and 5564 groups. Just 11 per cent said food was important, with 100 per cent of those citing
an interest in food being in the 65+ age group. Scenery was again the number one
influencing factor for choosing to visit, followed by culture and history, the advantage
of Kinsale being English speaking destination, and walking.

In the Australian and Latvian markets no one agreed that Kinsale’s reputation for food
played a role in their choosing to visit.

5.8.9 Limitations
There were a number of limitations in carrying out this quantitative research. Time
was limited in regards to carrying out the survey. The survey sample consisted of one
hundred tourists. This means that for certain markets, such as Australia and Latvia,
the numbers surveyed were in single figures, and so may not be representative of the
majority of the population. The survey was carried out during one of the busiest
months in relation to tourism, and so does not represent those who visited throughout
the rest of the year.
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Chapter Six - Conclusion and Recommendations
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6.0 Introduction to Conclusion and Recommendations
The aim of this research project is to assess the effectiveness of food tourism
branding, focusing on a case study of Kinsale, Co. Cork. The following are the
research objectives that this research aims to meet:
•

To review academic literature on food tourism.

•

To investigate tourists motives for visiting Kinsale.

•

To examine if food tourism is a motivating factor for tourists choosing
Kinsale as a holiday destination.

•

To make recommendations on the marketing of other Irish destinations as
gourmet food centres.

This chapter will summarise and conclude the findings from the research carried out
in the previous chapters. It will highlight the main conclusions that have been arrived
at. Recommendations will be made to other destinations who may be considering
branding themselves as food centres. Recommendations will also be made to those
who may consider undertaking further research on this topic.

6.1 Main Conclusions
Food tourism as a sector in Ireland appears traditionally to have been the focus of
little research, or been given little attention as a stand-alone economic entity. Ireland
has traditionally not been considered as having a food culture. Opinions from this
research’s interviewees suggest that traditionally Ireland may have had a long-held
inferiority complex in relation to food, a belief that perhaps the French or Italians
could offer superior products. Secondary research also suggests that after the famine
in Ireland, the country developed a sort of apathy about food. This research has found
that although Ireland has traditionally not been associated with food, in the past
twenty to twenty-five years this has changed. Ireland now seems to have a thriving
food culture and the ability to provide the best food in the world. Ireland’s
traditionally held ‘green’ image appears to be a key in marketing Ireland as a food
destination.
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The potential for food to play a part in Ireland’s economic recovery was also
explored. Agri-food is part of Ireland’s largest indigenous industry. The primary and
secondary research concluded that food could contribute enormously to Ireland’s
economy, particularly in the area of food tourism, such as tours focused on the
English Market in Cork. Food may play a role in the economic recovery of regions
with low employment rates and little industry, through events such as food festivals,
as it has in rural areas such as West Cork. When the topic of elitism in relation to
food tourism, the concept of good food being accessible to only the better off in
society was explored, it was found that this perception was not widely supported, and
what was needed was education in the area.

The need to support and give credit to local producers arose throughout the research.
The concept of putting a face to the product and giving a physical connection through
the use of place names was highlighted as being of critical importance.

The concept of authenticity was also examined. The food that is available must
authentically reflect the area. This point was extensively stressed throughout the
literature that was reviewed, and the opinions expressed by the interviewees. Cuisine
that is native to an area must be reflected in the menus, and must be available for
those who want to take food home as souvenirs. A region’s food may also be a key
marketing tool. It was suggested that each area manufacture a brochure of the food
and food producers that they have, and that these be available to all visitors. It was
also suggested that a celebrated product could be advertised on signposts on entering
a certain region, as is done in certain parts of France.

The concept of regional branding was studied. West Cork’s Fuchsia brand exists to
communicate certain characteristics and values. Whether or not other regions could
use a similar concept was investigated. Findings suggest that it is possible, but only if
there exists something you can actually brand. The brand and what it communicates
must be reflective of what the area actually stands for.
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Kinsale’s success as a food destination appears to be due to a number of factors.
Among them is the ability of all the stakeholders in the town to work together for the
common good. This point was repeated by the interviewees and was constantly cited
in the literature studied as being a main criterion for areas seeking to develop tourism
destinations. Kinsale’s proximity to Cork City and Cork Airport was also found to be
a primary motivating factor in choosing to visit for over a quarter of tourists surv'eyed.
The scenery surrounding Kinsale was also found to be a main motivator for those
visiting the area, as was the areas culture and history. Local champions such as
Martin Shanahan were also acknowledged as having huge value in terms of raising
awareness of Kinsale. There was a consensus from those interviewed that Kinsale
may not be the gourmet capital of Ireland, but that its success may be attributed in
part to clever marketing and the ability to cater for all food preferences.

A profile of those with an interest in food was created from the quantitative research.
The role of food as a motivating factor appeared to increase in line with age. A huge
majority indicated their intent to visit a local restaurant while in the area. Buying
food to take home was cited by a third of respondents as something they would do,
while almost a fifth expressed interest in visiting a food festival if one were taking
place. The Irish market expressed the greatest interest in food, and was more aware
of Kinsale’s reputation for food than the other markets surveyed. The North
American market expressed the least interest in food. For all respondents, scenery,
culture and history, and activities such as walking were key motivating factors in
choosing to visit Kinsale. This would suggest that food alone was not the key
motivator for the majority of tourists, but was another advantage to the area, rather
than being the primary one.

The potential for other destinations in Ireland to operate as food tourism destinations
was also explored. The main conclusion was that it was possible, but only if a
number of elements were present. These include the need for an actual product to
exist, that is, that there actually be an offering there. The necessity of stakeholder and
community support was also a main point that arose.
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6.2 Recommendations
This section will make recommendations to regions seeking to brand themselves as
food tourism centres.
Based on Kinsale's success as a food centre, there appears to be necessary criteria for
regions seeking to implement such a strategy. Among these are:
•

The need for accessibility. Over a quarter of all tourists, including 40 per cent
of domestic tourists stated that Kinsale was conveniently located. Regions
should be well situated in regards to road or rail networks or in close
proximity to an airport. Kinsale’s proximity to Cork City and Cork Airport
make it a convenient location to access. The fact that Kinsale is situated in
West Cork means that there is already a high volume of tourists in the area.

•

The need for scenery and other influencing factors. Scenery was cited by the
majority of those surveyed as being a key motivating factor for visiting the
area. Areas need attractive scenery as a means of getting visitors to come in
the first instance. The culture and history of the region must also be
advertised, as a significant number of survey respondents cited it as being
important. Walking facilities are important also.

•

Regions need to build on what they have. Kinsale is situated on the coast and
so can offer water-based activities such as fishing and yachting, and excel at
seafood offerings. Other regions, such as those inland, must work with what
natural attractions they have, for example, historic towns, mountains, lakes or
rivers. If food products such as cheeses or lamb are native to an area, then this
is what must be promoted.

•

The need for community involvement and stakeholder support. Regions
seeking to promote themselves as food centres must have the support of the
whole community and all the stakeholders affected. One of the keys to
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Kinsale’s success is their ability to work together for the common good, which
is getting tourists to visit Kinsale and then competing for their business.
Stakeholders must work collectively to bring tourists to a destination.

•

The presence of a local champion. Throughout the research, Martin Shanahan
of Fishy Fishy Cafe in Kinsale was repeatedly mentioned. The exposure given
to Kinsale by Martin Shanahan is immeasurable. If such a person is available
to an area, they should exploit this.

•

The need for authenticity in branding. Regions attempting to brand
themselves as food destinations must use the values that are held in the
community, rather than those imposed on the region by outsiders. The
concept of using an area’s ‘personality’ which captures the essence of the
place, such as the Chinese panda, Canadian maple leaf or the success of West
Cork’s Fuchsia brand, could be studied. Areas may consider using local
legends, stories or traditions when deciding to brand themselves.

•

The use of local authentic food. Local producers must be supported and
acknowledged, through such practices as putting their names on menus, and
the opportunity to visit the producers. Advertising the regions products on
signposts on entering a town could lead to increased awareness.

The need to understand key target markets. The primary markets for those
seeking to attract food tourists seem to be the 45-65+ age category, followed
by the 35-44 age groups. Regions seeking to attract food tourists may
consider focusing their marketing activities on attracting the primary older
demographic, while perhaps increasing their efforts on attracting the younger
age groups as well. Domestic tourists appear to have the greatest knowledge
of areas in Ireland renowned for food and also the greatest interest in food
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tourism as an activity. Food alone was not enough of an influencing factor for
many visitors. This would seem to suggest that regions seeking food tourists
should have a range of attractions in conjunction with food offerings.

6.3 Recommendations for future research
Those seeking to carry out further research in this area may take into consideration the
following recommendations:
•

Different months of the year may be considered in which to carry out a
survey. The month of July was chosen for this research project due to time
constraints. Studying a variety of times throughout the year may yield
different results. Greater numbers of tourists may be needed to give a
broader picture.

•

Other locations throughout the country may be considered as case studies on
which to base research. Also, a number of locations, rather than just one
place, may be considered.

•

A greater number of interviewees may be considered, for example, those
involved in making tourism policies.

•

Regions may consider running a pilot food tourism scheme to investigate if
it may be potentially viable for that area.
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Details of Interviews

Interviewee

Time and Date

Location

Number of
Questions

Darina Allen

Ian Dempsey

Martin Shanahan

10:00-10; 18am

Ballymaloe

20* April 2011

Cookery School

14:30-14:57pm

West Cork

12* May 2011

Technology Park

ll:00-ll:18am

Fishy Fishy Cafe

7* June 2011
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14

10

Discussion Sheet for interview with Darina Allen

•

Her role as a food ambassador for Ireland.

•

Her involvement in the Slow Food movement.

Ireland’s potential as a food destination.

Her views on how to promote Ireland as a food destination.

Kinsale’s reputation as a food centre.

The potential for towns in Ireland to develop a food tourism industry.

•

Food tourism as elitist.
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Interview with Darina Allen
Interviewer: What does food tourism mean to you?
Respondent: Food tourism is really about serving our local food, what we have in
Ireland to offer someone who is interested in food. It is really quite extraordinary that
it is only in the last few years that Failte Ireland have actually focused on food, before
that there was nobody in charge of food. There were people responsible for
promoting golfing, surfing, etc, but no one was allocated to food promotion.

Interviewer: Do you think it’s because Ireland has historically not been associated
with food?
Respondent: Yes, perhaps, but we have a food culture, certainly for the last twenty
to twenty-five years, there have been very good restaurants, shops, cafes and tea
shops. I think we as a country have a sort of inferiority complex in relation to our
food, and certainly for a long time a lot of food was very bad, and it took a long time
to shake it off, we felt that everything in the UK or America had to be better than
what we had and it took many articles written by food journalists telling us about the
experiences with good food they had for the penny to drop. I knew it and Myrtle
[Allen] knew it and several other people knew it and they have been very important in
building up Irish food. It took a long time for the powers that be to believe it.

Interviewer; Do you think that the Slow Food Movement had a big part to play in
developing food tourism in Ireland?
Respondent: The Slow Food movement indeed has made a contribution. Good Food
Ireland, in particular, Margaret Jeffers, I think, has been very important in connecting
up all the dots. Good Food Ireland is not just about the restaurants, hotels, cafes and
so on. In Good Food Ireland the members are made up of butchers, bakers, farmers,
farmers markets and all the people who are involved in the actual food product so to
speak. Myrtle Allen, as well, who started a restaurant in her dining room in
Ballymaloe and served the food of her gardens and local area. She changed the menu
every day depending what was in the garden and what fish came in from the boats in
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Ballycotton. She quietly did her own thing and she has had an enormous influence in
a very quiet, gentle way over the years. Now everybody is talking about doing
exactly what she has been doing for the last 45-46 years. If you talk to anyone
involved in food in Ireland they will acknowledge her huge, gentle contribution. I
don’t think she realises what an impact she has had herself.

Interviewer: Do you think that food tourism could be a way for Ireland to get out of
the recession?
Respondent: Food is enormously important, food is our future in Ireland, and there
is no question or doubt about it. We are an island nation on the edge of Europe, four
hundred million affluent people looking for food, real food, and pure food. Ireland
has that in spades because of our soil, our water and we have a long growing season.
We have, traditionally, a green image that some say we certainly don’t deserve, but
we have it and that’s a very important marketing tool. The demand for food is going
up and up and we need to produce 70 per cent more food in the next forty years.
There is no other country in the world except New Zealand that can really compete
with Ireland in our natural resources, and New Zealand is too far away to be of any
real challenge to Ireland. We mustn’t go down the GM route and that’s really
important, and if we do we are just going to squander ever>'thing we have.

Interviewer: What do you say to those who think GM is the only way to feed the
world?
Respondent: That’s nonsense. If you look up the WHO website there is one and a
half times the amount of food in the world that is needed to feed the world, the
problem is distribution and local politics basically, and the extraordinary amount of
food that we waste, I mean, in Ireland alone 25 to 30 percent of the food that is bought
is thrown in the bin. It’s the biotech companies that are using this crisis to forward
their agenda and the only people who benefit from GM are the people who produce
the seeds, and the sprays that are needed to spray them. They are buying up all the
seed companies and water rights, I mean, if you own the water rights, well, then, you
own the world, basically, you need no more wars you are in control.
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Interviewer: My project is on Kinsale as a gourmet capital.
Respondent: They have done a very good marketing job.

Interviewer: Do you think it’s deserved?
Respondent: I’m sure it is, a lot of people certainly do think it is.

Interviewer: Do you think there is potential for other towns in Ireland to go along
that route, like Kinsale has done?
Respondent: 1 think there is, certainly, and it’s very important that when people go
to a place they find what they are expecting.

Interviewer: There is a concept that food tourism is elitist; that if s only for the upper
end of the market.
Respondent: It’s a pity that that concept is out there; food tourism is everything from
a very good cup of tea to a sandwich in a pub, right up to fine dining, to a burger, to
‘truck’ food. The hottest new movement in food really is truck food and people doing
burgers and fish and chips and fajitas and using fabulous ingredients, producers and
so on, there is no reason why truck food can’t be as famous as a three star restaurant.

Interviewer: So it’s accessible to everyone really?
Respondent: Absolutely. The Slow food website is a very good resource, where all
convivial have their local producers. 1 also think that it’s a very good idea for local
areas to do up a brochure/booklet of good places to eat in their area including the
butchers and the bakers and everything and to encourage people to be a member of
Good Food Ireland. You can’t just be a member you have to be nominated, but
basically the thing that will make a difference with food tourism is when you go to a
place, if you get the menu and you don’t know where you are, you should be able to
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tell where you are, because every menu should reflect the place you are. It would be
lovely if there was at least one piece of cheese or bacon that has been produced
locally so that people could get a taste of that place they are as they go around the
country, because it’s deadly boring to get the same food in one part of the country as
another. So I think in Ireland we have a sort of patriotic duty to do that for the sake of
food in Ireland. So 1 think that’s very important. Also, the other thing I would like to
see is how in countries like France when you are are coming into a village where there
is a famous cheese or cure of meat done, there is a sign saying for example, you are
coming to the village of... where the famous... cheese comes from. So that they are
proud of what they are producing, also for the food tourist, of which there are many,
food is an essential part of a holiday, after all, so as you are travelling around the
country you can see what different regions have to offer and you can visit the
producers. It helps income as well if they opened for visitors at certain times. It
means they are proud of what they are doing.
One of the things that are happening in Ireland, like in many other countries, is a race
for the bottom in terms of prices. You can’t really get proper really good food if you
charge too little because it can’t be produced, the quality has to go down; you can’t
have it both ways. What’s happening is that many chefs are just picking up the phone
to a catering company and just giving them their order, everything comes already
prepared. It’s an easy way to do it, but basically, what’s happening is you see
everywhere you go there is a sameness about the food. Chefs are becoming deskilled
because they are no longer required to fillet a fish, for example. When you go to a
restaurant and you think that this apple tart is awfully like one you had a couple of
weeks ago, then it probably is. If the big catering food trucks stopped rolling in
Ireland, there wouldn’t be a bit of food in 90% of the restaurants in Ireland. It’s really
serious because if we want to have really good food tourism offerings, people need to
buy from their local producers, they need to pay them properly, and put their names
on the menu to give them credit for what they are doing.

Interviewer: Do you think it could be promoted in relation to health?
Respondent: Well, I think the whole health thing is so discredited, I mean, the whole
inference that something is light or low fat is healthy, I mean, its absolute nonsense
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and many people don’t believe that any longer. All the food we serve here is
nutritious and wholesome and comes straight from the organic farm here, I mean; we
use butter and extra virgin olive oil, and no margarine and no supplements. The
problem with all these ads on television is people believe them. What you need is
fresh, seasonal if possible local food and as much organic as possible. Most people
don’t think that the food they eat has been sprayed, they imagine that it is no longer in
their food, and the reason why I’m organic is I can no longer in conscious serve that
kind of food to my family friends and students

Interviewer: Do you think it is because people are so far removed from the
production of food they don’t actually know if it’s good or bad?
Respondent: All of these elements are a part of it, for sure, and in the past there was
a concept that it was no longer necessary to know how to cook, but we have had a
wakeup call in the past couple of years. At this stage, what we need to do is to sell
Irish food proudly, and of course spices and all the other elements that add magic to
our cooking, but we have here at least one hundred and fifty local producers that we
buy from, and often when we sit down to a meal everything in the plate has come
from the farm or the local producers and the local harbour in Ballycotton, even the
butter and the cream and the milk. Not everybody can do that, we are in the middle of
a farm, but at least you can put one or two things on your menu that will reflect your
local area.
Interviewer: So we just need to realise that Ireland is good enough to do it?
Respondent: Not only good enough but we can do it much better than others, we can
produce the best food in the world, and I know that from people coming here and
tasting our food.
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Discussion Sheet for interview with Ian Dempsey
What does the Fuchsia brand actually mean?

Why was it decided to brand West Cork as a separate region?

•

How do you go about build food centres as tourism destinations?

Is it widely recognised by visitors - both Irish and international?

•

Do businesses with the Fuchsia brand have to comply with or meet specific
criteria to use the brand?

Do you think it is important for different regions in Ireland to develop regional
brands rather than just be categorised under ‘Brand Ireland’?

•

How many food businesses in West Cork carry the Fuchsia brand and is it
important in their marketing?

•

What are the benefits of food tourism in West Cork in terms of employment?

How many people are involved in the food tourism business in West Cork?
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•

What are the ehallenges in setting up a food tourism business?

How important is the eommitment of all stakeholders?

•

Is food tourism a method of getting through the reeession?

«

What needs to be done to eneourage and help business start-ups?

•

What needs to be done to help already established businesses eontinue
suceessfully?
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Interview with Ian Dempsey
Interviewer: Can I start off and ask you what does the Fuchsia brand actually mean?
Respondent: The Fuchsia brand is a symbol for quality approved food and craft and
if you want background detail to that there is an awful lot online at
www.weestcorkaplaceapart.com, including all the current membership and the criteria
behind it, activities, quality criteria, etc.

Interviewer: Why was it decided to brand West Cork as a separate region?
Respondent: It has its origins in the very first leader program in the early nineties and
it was seen as being a way of leveraging the economic value of the region, at that time
crafts wasn’t part of that and tourism was, but really it was about capturing the
identity of the West Cork region as well. There is a comprehensive series of essays
online and the thinking behind that is available online.

Interviewer: West Cork as a region on its own has its own identity. Do you think it’s
important for other regions in Ireland to do the same thing?
Respondent: It depends on whether they have a proposition to back it up. We were
working with strengths that we had within the region. What’s been clear to us, and
I’ve been involved in the project from the very beginning and its planning and
development, it’s something that has generated interest and curiosity from other areas.
Some of those are overseas and Continental Europe and further afield. Some areas
don’t have the starting point that the West Cork area had. There’s a point that’s
always made about destination marketing and it’s the notion of is there a ‘there’
there? Is there something there? Is there a hook? Is there a compelling proposition
in some areas? A lot of areas that come to talk to us about doing it in other places,
they completely miss the point about what are they branding. If you don’t have it you
can’t invent it.

Interviewer: It has to be something unique so?
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Respondent: We have to ask how is a brand distinct from a label and what do we
mean by a brand. With a brand you’re getting into a very formal definition about
brand values and a rigour about what a brand may be. We worked through all that so
we were very clear on what we were doing, why we were doing it and with what
resources. And again there’s a lot of stuff written on that if you want to look at it.

Interviewer: My project is on food tourism, so are there many food businesses in
West Cork that have the Fuchsia brand?
Respondent: Is it food that can be validly described as local produce? And once you
start sift through, for example, is the food product produced within the region? Does
it have its value added here? You begin to see that because it cames a local name
doesn’t mean it is produced here. You might have a company called West Cork Meats
who buy wholesale meat from anywhere. So you are getting into very fine nuances
about what is local produce, but we have defined it for our own purposes in
companies that could technically meet that. The other thing is that we don’t take
loose commodity product, generic product like a West Cork lamb or beef because you
have difficulties in that, because the integrity might be compromised through a
universal processing system and it’s very hard to stand over in reality. So the
percentage of companies that are involved in the Fuchsia brand, that qualify for the
brand, is distinct from the overall number of businesses in the area.

Interviewer: Would you have a lot of people wanting to be part of it?
Respondent: Well we don’t chase people for it, one of the main things that work for
the scheme is people have a very clear since of what the brand is. Initially when we
started it, one thing we did have to be careful about is companies understand exactly
what is involved in this. Lots of people assume that the Fuchsia brand is a marketing
initiative, that wouldn’t be a correct description of it... it could be seen as a marketing
tool. But for us the Fuchsia brand is much more about development and a lot of our
enterprise supports are built around that, training, skills research, all that kind of
thing.
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Interviewer: Are a lot of people trying to get in?
Respondent: We do have that; you also would reject it if you feel their product
wouldn’t represent the Fuchsia brand, because the brand is defined by who is in it. 1
mean, there are a number of companies who are high profile who would be suitable
for it who are not in it, why they are or are not, the reasons for that could differ. What
you tend to see with certain food producers is that they are incredibly independent and
will largely choose to row their own boat and not get involved in collective things.

Interviewer: Would you say it’s recognised, the Fuchsia brand, by people, national or
international visitors?
Respondent: I suppose the short answer is yes, but it’s a qualified answer. 1 mean,
judging by the attraction that we have with the member companies, by definition it’s
important to them, they would pay subscription income every year to be part of it. So
clearly they are happy to do that. I know that from the work we do that the sort of
dealings that we have we get a lot of requests about the brand. We’ve travelled all
over Ireland and Europe giving information about the development strategy. We’ve
had people here from Australia, from Russia, wherever else, you know. There is a
constant need to keep it in the mind of the consumer to remind them of what it
represents. The brand was created to communicate certain characteristics and values,
so that marketing, that communication, is a constant. Down the main street in
Clonakilty, or along Oliver Plunkett street in Cork, there will be people who will have
no clue what it meant, but also if you were to ask people what logo symbolises West
Cork, people may be able to answer that but not know the detail behind it. So it’s
probably difficult to answer and it really depends. You know, on one level its very
surprising to us the sort of feedback or where the requests for information actually
come from. So I could only say based on various research that I’ve done certainly in
the local area, there is a high awareness of what the Fuchsia brand actually represents.
An important point to make is that the brand is defined in the mind of the consumer.
And it’s the values and associations that they bring to that, and in some ways a
branding initiative is to affect a match between what we are presenting and what
people believe it to be. Even going right back to the beginning, even with all the
successes we had, and the idea that the Fuchsia in a physical representation chimed
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with the ideas that we had. People felt we had a very quick positive reaction when we
launched it in 1998, people liked it, if for example, we got the wrong, I imagine
everything gets rejected at a fairly early stage.

Interviewer: In relation to food tourism, do you think it is a way for getting through
the recession, if there were more businesses like that?
Respondent: Yes, it probably depends on what one means by food tourism. But
certainly we would regard the food sector as quasi-tourism....So the idea that local
food would feature on menus, for example, you know, if you made a feature of the
offering or of the product offering. I just feel that people travel on holidays to
different places because they want to experience something different and often times
when they go out they want to experience the area they are visiting and food is a very
important part of that. In many places in Ireland, simply enough hasn’t been done to
address it, if you like. If you go back to the initiative that was announced, the cut in
VAT from 13.9 per cent to 9 per cent for accommodation, for restaurants etcetera. In
terms of the recession, to drive tourism revenues, its money coming into the country,
it’s a fundamentally good thing, but 1 think Ireland needs to be far smarter about what
sort of value is placed on tourism. In my point of view, in policy terms, tourism
wasn’t taken seriously, it was always regarded as a naturally occurring phenomenon,
people are around, but traditionally, there hasn’t been enough planned to market that
as a sector and an industry. What happens happens by default, and a lot of the really
good people in what you might loosely call food tourism, Martin Shanahan of Fishy
Fishy, is a really good example of that, he has a huge value in terms of raising
awareness for Kinsale. 1 think Kinsale’s always thought of as a food capital of
Ireland, it’s not just that you have a lot of restaurants it’s what those restaurants do
and how good they might be. It would be interesting to see how somewhere like
Kinsale that gives itself that title, and nobody in or around Kinsale uses the word
‘Kinsale’ on a food product, for example, Kinsale jam, or there was a brewery there.
So there is kind of a disconnect as well. I mean, I think somewhere like Kenmare in
county Kerry is a better food destination than Kinsale.
Interviewer: Do you think that it has to be local for it to be sustained in the future?
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Respondent: It's interesting to step out of food and just talk about the drivers that
will determine economic activity over the long term. We will be looking at things
like climate change, the influence of technologies. There’s a fundamental shift
happening and has been happening for a while. To some extent Ireland is caught in a
transition stage in kind of an older style economy that went badly off kilter in recent
years, and has an awful lot of work to do now to get in tune with where opportunities
will be in the future. It’s really interesting to see what’s happening in agriculture at
the moment, to see how it’s bouncing back after a number of very bad years,
agricultural colleges are full, agriculture is back in vogue, horticulture, obviously
there’s the farming, and you’re going to be looking at the CAP reform in a few' years.
You will see commercial farms operating on a global scale, and you will see the
smaller farms playing a role in guardianship of the landscape, you can see that.
Agriculture will also look at energy, for example, energy supply, but food
independence is a real opportunity there. There’s a food blogger at the moment called
‘eat only Irish’, who’s only eating Irish made or Irish produced food for one week to
see how he does. Of course when you start looking at what Irish made food is and you
start stripping out ingredients for example, flour, which we don’t make, or sugar or
tea. Some might argue that Barry’s is an Irish product, and for all intents and
purposes it is. There is opportunity in economic terms to supply and connect much
more with what we produce within the local market. There’s a real opportunity and
some areas will do that very well as well. But a lot of that is about connecting the
sectors; producers, retailers, logistics etc and getting those products to market, but to
be able to do so it has to be done at a price the market is willing to pay and also with a
consistency of supply. I mean, if you take the fishing industry, for example, which is
relatively significant in West Cork, very few commercial fish wholesalers can
guarantee consistency of supply for a species, for example, three hundred and sixtyfive days a year, that’s not the nature of fishing. The likes of Martin Shanahan would
be visibly promoting different species of fish. I think it would be interesting if one
were to look at all the restaurants in Kinsale to determine how much of their supply is
locally sourced. If you get Pallas foods to do a delivery around the back and to supply
all that stuff that’s not locally produced food necessarily. Equally one has to take
account of the fact you have to make food available to the restaurant. You can’t
expect the guy running the restaurant to keep going out to the farmers market and
collect salad leaves, and, you know, sides of beef, or whatever, so the intermediary is
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actually a critical issue as well. There’s a lot of fudging even at retail level and
restaurant level about what is Irish food they can play smoke and mirrors, for
example, local produce from Dinish Island, but in fact Dinish Island is in
Castletownbere, where all the fish factories are. For the most part consumers don’t
question enough, they take it at face value, there’s an issue with food packaging and
food labelling.

Interviewer: Do you think that’s a more legal issue then?
Respondent: Well, it is, but it’s a consumer issue as well. Largely people take a lot
of that stuff at face value.

Interviewer: They believe what they are told?
Respondent: Yeah. Even if you go down to Scally’s downtown that are
exceptionally good for supporting local produce. They have a very good fish counter
BIM seafood circle. I have no doubt that in the mind of the consumer that it means
Bord lascaigh Mhara and the assumption that you are buying Irish fish; it's all the
stuff that they have available including the stuff that they import. If you go in and see
sea bass on the menu, then that’s probably imported from Greece, there's no
commercially produced sea bass in Irish waters. I mean to what extent is it realistic to
expect a consumer to be able to decode and navigate these things? But, you know
restaurants and retailers can play fast and loose with that.

Interviewer: It’s just about consumer awareness really?
Respondent: Yeah. The old example that’s used is Irish Smoked Salmon and Smoked
Irish Salmon; two very different products. One is imported and smoked here; one is
the genuine Irish product. But a lot of consumers wouldn’t necessarily know the
difference between the two. But just in terms of if we were to be far smarter about the
scale and quality about what we produce. Would that create jobs and economic
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activities in rural areas? It absolutely would and more people would dine in these
places.

Interviewer: So you mentioned there a while ago of Kenmare being like a better
destination for food than Kinsale?
Respondent: That’s just a personal view.

Interviewer: What needs to be done there? Is it up to the people themselves?
Respondent: To a very significant degree, because you can’t conjure something out
of thin air. I mean Kinsale is interesting, it is a good food circle they are tuned into
the idea of dining, they have a number of advantages there, the proximity to the city
and the airport, there’s no doubt that people go out to Kinsale to dine, tourists or
visitors. So they understand the idea that the dining offering or the food offering is
something that they need to focus on. They will actually go to things like the BBC
Good Food Show and consumer events overseas and will do that collectively and the
first point that they would make is to get someone into Kinsale in the first place, and
once they are in you try and compete for the spoils. There’s no prospect of an
individual business being able to fund it on their own they wouldn’t even have the
time.

Interviewer: You need the commitment of all the stakeholders?
Respondent: Absolutely, and >'ou need a kind of visionary to establish common
ground and that’s very difficult.

Interviewer: Everyone might have a different opinion of what their destination stands
for or what it should stand for?
Respondent: There’s a risk as well of something like the Fuchsia brand in that it’s
part of a collective identity and if something goes wrong, well, then. I’m damaged
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too. What we’ve been very careful in doing in relation to how we use the logo in food
is that it’s a complementary logo. The individual identity of the producer is very
important. In linking back to a location the individual is a key part of that. A lot of
the places in West Cork use the place name from where they are produced, for
example, Gubbeen, Durrus are place names, and Bandon for butter, so that
immediately gives you a physical connection to a place, that’s very important.
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Discussion Sheet for Interview with Martin Shanahan
How do you think Kinsale is viewed by outsiders?

•

What image do you think Kinsale wants to project?

•

How does Kinsale manage to promote itself so well as a gourmet capital?

•

What do you think Kinsale’s competitive advantage is?

•

Is it important for all stakeholders to be supportive, and how do they get
involved?

•

Is there a collective organisation of businesses all working together to
maintain and develop Kinsale’s gourmet reputation?

•

Is it difficult maintaining Kinsale’s reputation for good food?

•

Do you think that food has a big role to play in people choosing to come to
Kinsale?

•

There is a sort of concept that food tourism is elitist, do you think this is true?

•

Do you think other locations in Ireland have the potential to do what Kinsale
has done?
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Interview with Martin Shanahan
Interviewer: How do you think Kinsale is viewed by outsiders?
Respondent: Well, when I talk to outsiders, the first thing they think about is food. I
mean it’s a beautiful town, fishing village I suppose, but their number one interest is
food.

Interviewer: Do you think Kinsale manages to project that image well?
Respondent: Yes, you know, I would probably say Kinsale has been going through a
bit of an identity crisis. Kinsale would have been known for many years as being the
gourmet capital, but 1 would say straight out that Kinsale isn’t the gourmet capital of
Ireland, but 1 suppose for a town of its size, there’s probably about fifty eating houses
in it, whereas there is higher standards in Dublin, for instance, but for the size of the
town, it is a Mecca for food. There’s Michelin Star restaurants in Dublin, right, and
people will say, 'Why aren’t their Michelin Star restaurants here?’, because 1 don’t
think a Michelin Star restaurant would do business in Kinsale, we don’t have that
business client with an expense account that you would have in Dublin, bankers
entertaining, whatever, who would pay five hundred euro’s for a bottle of wine. We
do have a lot of upper end customers here, but they still want value for money, and I
would say that Kinsale probably over the last while has been trying to change itself
It’s not Just a gourmet capital, but 1 would probably say food is still the number one
product here.

Interviewer: What do you think the biggest competitive advantage Kinsale has?
Respondent: Well I would probably think the biggest advantage that Kinsale has is
that individual businesses all work together. Collectively, we work very well
together, and that is the success of Kinsale, Td say.
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Interviewer: How do you make sure everyone works together and gets involved?
Respondent: Well I suppose it has been a tradition in Kinsale for people to work
together. I’m living here twenty-five years and it’s been a tradition in Kinsale since
before that, probably for forty years. Collectively, they work together to get the
customer in. We all work together, we put on festivals, we put on the gourmet
festival, and we put on the chowder competition. The key is to get people into the
town, and then it’s up to you then really to sell yourself We all have to compete with
each other for the business, but collectively we all work well together. Fishy Fishy
might be well known, but Kinsale is a much bigger brand than that, and 1 know that
and 1 have no problem with that. I would much prefer to promote Kinsale as number
one because then the chances are that ‘x’ amount of them will come here then as well,
you know.

Interviewer: Is it hard for Kinsale to maintain the reputation it has for good food,
say if one little thing went wrong?
Respondent: It’s not hard to maintain. Food is personal, 1 suppose what one
person’s idea of what good food is, another person’s idea is totally different. The
great success here is there is a lot of eating houses, we cover all ranges. There’s
pizza, fast food, fish, there is gourmet, so you are hitting every market, and 1 think
that is what’s important, you know. 1 mean, if we had 50 Fishy Fishy’s in Kinsale,
would it work? It would work to a degree, but then there are still a lot of people out
there, who don’t like seafood, or don’t have the budget to eat in a restaurant like that.
But you know, once in a while, they come to Kinsale, they like the atmosphere,
maybe they are having a burger or a pizza or whatever, but they might say, as a
special occasion we’ll go to Fishy Fishy.

Interviewer: Do you think people know Kinsale for the food and do you think that
plays a big role in them coming here?
Respondent: Yeah, definitely. Things like proximity to Cork City, things like that
are very important. The town itself is lovely, I mean, if you want to walk down the
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town, it’s not an industrious town; it’s not a farming town; there are not big factories
here. I suppose if we were to compare it to somewhere like Cobh, Cobh to me is like
a working town, and maybe it’s the navy or whatever, but it just doesn’t have that
relaxed atmosphere. When you come to Kinsale it’s really all about relaxing, the
minute you walk down the street, the ambience is relaxed, it’s not hustle and bustle.
If you go in to other towns, like Clonakilty for instance, Clonakilty is more of a rural
working town, there’s nothing wrong with it, Clonakilty is lovely as well, it doesn’t
give you that feeling on a Tuesday or Wednesday that it’s a holiday town.

Interviewer: My project is on food tourism, and I’m discovering as 1 go along that
some people think it’s a bit elitist, what do you think about that?
Respondent: It’s not elitist, 1 think because it hasn’t been done that much before, 1
think it’s that people don't know what food tourism is, 1 think that's all that’s wrong
you know. 1 think it’s just educating. People will say to me ‘Oh, Fishy Fishy you’re
a bit expensive’ but you are going to pay three euro less for bad quality, why don’t
you pay the extra three euro? If you had to cook chicken and roast vegetables in
three quarters of an hour and you say ‘no. I’ll go to the Chinese’, the Chinese will cost
you 30 euro and it will take you as long, by the time you order, pick it up and bring it
home. Food and food tourism, we just need to be educated about it, and I suppose
that’s where you need to come in and educate people and say, start a food trail, have
an oyster, have a glass of Murphy’s, and go to the English Market, and be educated
for two hours. We don’t have an appreciation of food, we’ll spend thirty euro on
drink, why not spend it on a wonderful experience eating food? It’s coming, but it’s
taking a while. It’s a hard sell, it’s seen as elitist 1 think because people have no
knowledge of it.

Interviewer: Maybe because we traditionally haven’t been associated with food in
Ireland?
Respondent: We haven’t, and that’s the funny thing, we have the best of food.
Because we’re Irish, 1 think we’re not great at taking compliments. You know the
French are better at it ‘of course it’s the best’ and the Italians the same. But how will
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that come?, it will come over time I think, we are getting better at it, we are
appreciating what’s around here and we’re using it, we’re championing it, and people
want to know, and there should be more of that, you know.

Interviewer: You know what Kinsale has done; do you think other locations in
Ireland could do the same thing?
Respondent: Yeah, big time, I think it is all back to working together, working
together for the town first. You see a lot of people, when we want to do something in
the town, a lot of people will say, ‘no, no, it’s going to cost me money’, it’s not about
costing money, you’ve got to give out a little to get back a lot. If you don’t get
involved in something, then we don’t deserve to get the payback from it, if you don’t
get involved in a festival. If we have an open day in Kinsale, do you want to give
away a little bit of what you have, if you think it’s going to cost me money, but how
are you going to get people to taste your cheese? You know, give out a little square,
and they might buy a big block. There are always people like that and no matter
where you go in the world; there are always negatives and positives. But it could be
done all around. In one sense, I suppose Kinsale is unique because it has the scenery
as well, which is a plus. But other places who don’t have the scenery like Kinsale, but
they have other things, and those people need to champion what they have. People
don’t want to come from places like Australia or Canada and be served kangaroo, and
that was going on for a while, chefs were wanting to do Thai this or Thai that, and
ostrich, things like that. I was like ‘why can’t we just do our stuff?’ Maybe put a
little Asian influence in the sauce or something. We need to educate ourselves about
our region and what’s good in your region, what’s special to your area, because that’s
what people go for. If I’m in a town in the Midlands or somewhere, and there’s great
pork, then that’s what I’m having. I’m having what’s local to the area. I think that
just needs a bit more education and that’s where food tourism comes in, you know.

Interviewer: Do you have anything else you’d like to add?
Respondent: Sometimes it’s very hard to duplicate, everything is unique for its own
little thing. If you can see comparisons, then you take them, but you can’t clone it.
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You could say Kinsale has lovely yachts and lovely this, but you have to argue yeah
but we have a lovely whatever, and brilliant food produeers around you. Sometimes
people need to be led by the hand and shown, but that’s your job obviously. You
have to make them believe. There’s a good opportunity to bring groups from around
the eountry on day trips and show them. I have a friend who does historical tours, and
1 ask ‘why don’t you do a food one?’, maybe not in Kinsale, you could do one in
Kinsale, definitely in Cork City, start off in the morning, fifteen to twenty euro, start
at ten thirty and at that time then you go into the English Market and get one of the
producers to open twenty oysters, and say I’ll give you a euro an oyster, and then go
have a glass of Murphys, and then to someone else, say a baker for say buttered
scones, and you end up back in the English Market, and say ‘off you go and buy your
food or there’s a cafe, the Farm Gate upstairs, or there is another one over there’.
There’s lots of opportunities like that there 1 think. Again, as a nation 1 think we are
slow to spend 20 euro on food as a tourism produet, we have no problem spending 20
euro if its drink involved, but if its food we think, that it would be boring. In the
restaurant we have all our fishermen on the menu and we champion them, and the
people can get a connection with it. and that’s what people want and it’s not just
tourists. I think it’s important that you have pride in and give exposure to the local
food heroes as well; people who do the simplest things, where local people mightn’t
appreciate it. but people who come in think it’s magic.
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Appendix B
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Survey questionnaire

This survey is being undertaken as part of a Masters project at Cork Institute of
Technology.
Q. 1 Are you from the Kinsale area?
a.

Yes.

b. No.

□
□

Q.2.What was your motivation to visit Kinsale? Please tick which of the following apply;
a. Holiday
b. Business
c. Visiting friends/relatives
d. Other (Please indicate):

Q

Q.3 Where are you from? Please choose one of the following:
a.

Ireland

b. Mainland Europe
c.

Britain

d. North America
e. Other (Please indicate):

Q.4 Please indicate which age category
a. Under 19

□

b.

19-24

□

c. 25-34

□

d. 35-44

□

e. 45-54

□

f

□

55-64

g. 65 +

□

Q.5 Have you visited Kinsale before?
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a. Yes.
b. No.

□

Q.6 Does food play a role in your choosing a holiday destination?

a. Yes

□

b. No

□

IF ANSWER IS ‘NO’ PLEASE PROCEED TO 0-8

Q.7 Please indicate your agreement with the following statement:
Kinsale ’s reputation for food played a role in choosing it as a holiday destination.
a. Strongly agree

□

b. Agree

n

c. Are uncertain

□

d. Disagree

□

e.

Strongly disagree □

Q.8 Please indicate if any of the following played a role in your choosing Kinsale as a
holiday destination:

{Please tick all that apply)

a. Scenery
b. Culture and History
c. Walking
d. Cycling

q

e. Golf

Q

f. Convenience

□
□

g. English Speaking

0.9 Please indicate if you will engage in any of the following while in Kinsale:
{Please tick all that apply)
a. Dining in a local restaurant.

CZI

b. Visiting a food producer.

□

c. Buying food to take home as gifts.
d. Activities such as angling or fishing. |—|
e. Cookery courses._________________ j—|__________________________
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f.

□

Food festivals.

Thank you for your time.
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